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'  Jeff  Jacoby  and  four  other 
JOURNALISTS  HAVE  BEEN  ACCUSED  OF 

stealinG'Words  or  ideas  in  just 
the  past  month.  Either  it’s  an 
epidemic  -  OR  THE  PIAGIARISM 
POLICE  ARE  OUT  OF  CONTROL.  (  - 
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CanWest,  Tribune,  and  the  art 
of  the  cross-media  deal 
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on  counting  paid  circ 
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Smaller  classes 
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—Joe  McQuaid,  President  and  Publisher, 
The  Union  Leader  and 
New  Hampshire  Sunday  News 
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THE  SAN  FfiANCISCO  BEAT 

EaP  IS  FLAT-OUT  WRONG  IN 

reporting  that  the  San  Francisco 
Chronicle  “has  done  little”  besides 
reduce  its  single-copy  price  while  the 
recently  completed  sale  to  the  Hearst 
Corp.  was  pending  [_“Mercury  rising  in 
S.F.  market,”  July  31,  p.  9]. 

In  the  last  three  months  alone,  our 
news  staff  has: 

•  E.xpanded  the  Chronicle's  daily 
and  weekly  local  news  coverage  by 
adding  a  brand-new  “San  Francisco 
Friday”  section  and  expanding 
our  daily  local  news  zones  from 
four  to  five.  We  also  added  a  half 
page  of  extra  local  _ _ 

news  space  to  the  »  rr 

1  *1  ^ 
daily  paper. 

•  E.xpandedour  ^Pwelcorru 

“Business”  report  by  viae-m 

1.5  e.xtra  news  pages  editorandpul 

per  day.  facsimile  to  (i 

.  Introduced  two  crrviasnail-n 

themed  sections  to  Editor  &  Pu 

our  entertainment  Broadway,  N. 

pages  -  “Weekend  J0003.  Pleasi 

Datebook”  and  “Week- 

end  Preview” -with  tim,  location 

more  space,  a  host  of  addr^.  Lettt 

new  features,  and  ^  ^ 

expanded  calendar 

listings. 

•  Hired  more  than  40  full-time 
staffers  —  reporters,  copy  and  news 
editors,  photographers,  and  designers 
—  to  handle  the  correspondingly 
increased  workload. 

The  fact  that  we  were  able  to  pull  this 
off"  while  working  under  the  constant 
uncertainty  of  the  sale  and  the  legal  case 


surrounding  it  is  a  tribute  to  the  dedica¬ 
tion  and  creativity  of  our  entire  staff. 

JERRY  ROBERTS 
MANAGING  EDITOR 
MATTHEW  WILSON 
EXECUTIVE  EDITOR 
San  Francisco  Chronicle 

OLD  ADDRESSES  NEVER  DIE... 

Out-of-date  e-mail  addresses 
demonstrate  a  lack  of  planning 
bv  big  businesses  —  especially 


LETTERS 

E&P  'welcomes  letters.  Send 
them  •via  e-mail  to  letters@ 
editorandpublisher.com,  ■via 
facsimile  to  (646)  654-5370, 
or  via  snail-mail  to  “Letters,” 
Editor  &  Publisher,  770 
Broadway,  New  York,  NY 
10003.  Please  include  name, 
title,  organizational  affilia¬ 
tion,  location,  and  e-maU 
address.  Letters  may  be  edited 
jbr  all  the  usual  reasons. 


U  demonstrate  a  lack  of  planning 
by  big  businesses  —  especially 
publishers  who  forget  most  readers 
just  want  to  reach  a  relevant  desk. 

There  are  newspapers  and  magazines 
that  have  an  address  starting  with 
-  <editor@the  daily.com>, 

p.  „  „  so  why  not  add  <sports 
@  ...  >,  <travel@  ...  >, 
'tiers.  Send  <op-ed@  ...  >  and 

to  letters®  <business@  ...  >? 

her.com,  via  Then  when  Etaoin 

i)  65^5370,^  Shrdlu  retires.  Miles 

I  to  Letters,  Standish  gets  fired, 

ler,  770  Ersatz  Etwas  gets  an 

York,  NY  offer  she  can’t  refuse 

elude  imme,  from  a  wire  service  or 
malqffilia-  Max  Planck  takes  over 

ide-nmil  ^  <agonyaunt@  ...  >, 

may  be  edited  e-mail  contact  infor- 

reusons.  mation  is  still  good. 

Sure,  it’s  OK  to  list 

staffers’  names  and  e-mail  addresses  in  a 
newspaper  or  magazine  and  on  a  related 
Web  page  with  the  categories  so  specific 
cybercontacts  can  be  made  by  addressing 
messages,  ‘To:  ATTN:  Byliner.”  (One 
could  even  publish  their  own  usernames.) 

ANNE  GRIMM-RICHARDSON 
Tiptoe  Literary’  Service 
Raymond,  Wash. 


- -  50  YEARS  AGO  - - 

NEWSPAPERDOM*  FROM  EDITOR  &  PUBLISHER 


AUG.  5,  1950: 

The  Korean  War,  in  a  little  more 
than  a  month,  exacted  a  greater 
toll  of  casualties.  12,  among 
news  correspondents  than  were 


World  War  11.  The  shocking  sac¬ 
rifices  made  by  the  correspon¬ 
dents’  corps  included  six  dead. 

With  the  plant  now  empty  and 


making  new  and  higher  wage 
demands,  no  progress  was  made 
in  a  conference  between  the 
management  of  the  New  York 
World-Telegram  and  Sun  and 


claimed  in  the  entire  first  year  of  locked  up  and  with  the  Guild  now  the  striking  union  Aug.  3. 
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September  21  &  22 


Hyatt  Regency  Resort  &  Conference  Center 

Monterey,  CA 


74e  lidiinAie  AHHMi  ncAtive  fefnihi^y  a4  A^hey  ete^tiuef 


Pre-register  by  June  15th  and  save  $200.  For  details  call  888-536-8536 
or  visit  our  web  site  at  www.adweek.com/adweekconf/ 


BOTTOM:  AP/wiDt  WORI.D  PHOTOS/CP 


With  U.S.  Dis¬ 
trict  Judge 
Vaughn  Walker  hav¬ 
ing  cleared  the  way 
for  a  Hearst  Corp.- 
owned  San  Francisco 
Chronicle  and  a  Fang 
family-owned  San 
Francisco  Examiner, 
the  two  papers  are 
moving  forward  with 
their  plans. 

The  Chronicle  and 
Examiner  staffs  will 
reportedly  merge  un¬ 
der  the  former’s  um¬ 
brella  the  Saturday 
after  Thanksgiving. 
While  employees 
from  both  papers 
have  been  guaran¬ 
teed  jobs,  it  is  un¬ 
clear  who  will  be 
named  the  new  pub¬ 
lisher  or  top  editor. 

“Our  goal  pre-  and 
post-sale  has  been  to 
build  the  Chronicle 
into  a  great  newspa¬ 
per,  and  the  judge’s 
decision  allows  us  to 
get  on  with  it,” 
Chronicle  Executive 
Editor  Matthew  Wil¬ 
son  said.  “The  com¬ 
bined  editorial 
resources  of  the 
Chronicle  and  Exam¬ 
iner  will  give  us  a 
tremendous  boost.” 


this  year  to  shed  most  of  his  smaller  papers  in  Canada 
and  the  United  States  to  focus  on  his  major  metropol¬ 
itan  titles  —  the  Chicago  Sun-Times,  the  London  Dai¬ 
ly  Telegraph,  and  the  Jerusalem  Post  —  Asper  saw  a 
chance  to  fill  that  gap. 

In  Canada’s  biggest  media  deal  ever,  Can  West 
agreed  to  buy  most  of  Hollinger’s  Canadian  newspa¬ 
pers,  plus  50%  of  the  National  Post  and  other  assets, 

77-|HB^HH||||||||||||||HM|p|||||  for  $2.4  billion, 

which  computes 
to  a  multiple  of  10 
EBITDA 


BY  LUCIA  MOSES 

IN  JUST  20  YEARS,  ISRAEL  ASPER  BUILT  CanWcsI 
Global  Communications  Inc.  into  one  of  Cana¬ 
da’s  biggest  media  forces,  with  a  10-sta- 
tion  broadcast  TV  network  stretching  from 
coast  to  coast.  More  recently,  the  company 
has  diversified  into  radio, 
cable  TV,  interactive  media,  and  film  and 
TV  production  —  and  it  has  expanded  out-  BBHI 
side  Canada. 

Missing  from  its  portfolio,  however,  were 
newspapers.  So  when  another  Canadian 
media  titan,  Hollinger  International  Inc. 

Leonard  Asper  (left),  ^  n  ^ 

Israel  Asper,  and  Conrad  .  ' 

Black  (right)  ' 


I  times 

(earnings  before 
interest,  taxes,  de¬ 
preciation,  and 
amortization)  in 
the  case  of  the 
newspapers. 

Separately,  Hol¬ 
linger  announced 
sales  of  its  remain¬ 
ing  U.S.  commu¬ 
nity  newspapers, 
excluding  the  Sun- 
Times  and  its  re¬ 
lated  papers,  to 
four  regional  publishing  groups: 
Bradford  Publishing  Co.  in  Brad¬ 
ford,  Pa.;  Community  Newspaper 
Holdings  Inc.  in  Birmingham,  Ala.; 
Paxton  Media  Group  in  Paducah, 
Ky.;  and  Forum  Communications 
Co.  in  Fargo,  N.D.  The  price  paid  for 
the  11  dailies  and  related  publica¬ 
tions  was  about  $215  million,  rep- 
k  resenting  a  multiple  of  more  than 
B  12  times  EBITDA.  Although 
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The  Fangs,  mean¬ 
while,  will  take  over 
the  Examiner  after  a 
90-day  transition  pe¬ 
riod.  It  will  switch  to 
the  morning  delivery 
cycle  and  focus  on 
San  Francisco  neigh¬ 
borhoods. 

Clint  Reilly,  who 
filed  the  lawsuit  that 
had  the  paper’s  fates 
in  limbo  until  Walk¬ 
er’s  recent  ruling,  has 
settled  with  Hearst 
for  payment  of  his 
costs  in  bringing  his 
antitrust  suit  and  will 
not  appeal  the 
judge’s  decision. 

-  JOEL  DAVIS 


AD-PLACEMENT 


Seattle’s  media- 
passage.com,  the 
biggest  Internet- 
based  ad-placement 
service  for  newspa¬ 
pers  and  magazines, 
and  Chicago’s  broad- 
castspots.com,  a 
Web-based  broadcast 
ad-placement  service, 
are  merging  and  ex¬ 
pect  to  execute  $500 
million  in  transac¬ 
tions  a  year,  E&P  has 
learned. 

The  merger  comes 
after  a  year  in  which 
about  a  dozen  rivals, 
most  of  them  aimed 
at  Web  and  broadcast 
advertising,  an¬ 
nounced  plans  to  be¬ 
gin  operations. 

“This  is  the  first 
and  only  print  and 
broadcast  media  end- 
to-end  solution,”  said 
Gilbert  Scherer, 
mediapassage.com 
chairman  and  CEO. 

Scherer  will  head 
the  merged  entity, 
MediaPassage.com 
Inc.;  Jeffrey  Trumper, 


Black  has  maintained  all  along  he  will  hold  on  to  the 
Chicago  group,  the  competing  Chicago  Tribune  raised  1 
the  possibility  that  Hollinger  would  eventually  cast  off 
the  last  of  its  U.S.  holdings. 

CanWest  painted  its  latest  trans¬ 
action  as  the  “ultimate  convergence 
transaction,”  uniting  print,  Internet, 
and  broadcast  assets  in  a  com- 
pellingly  attractive  package  for  na¬ 
tional  advertisers.  The  addition  of 
newspapers  to  CanWest’s  multiple- 
media  mix  has  led  it  to  take  a  “quan¬ 
tum  leap  forward,”  President  and 
CEO  Leonard  Asper,  the  company 
founder’s  son,  said  during  a  confer¬ 
ence  call  with  analysts  last  week.  “In 
today’s  world,  one  has  to  own  con¬ 
tent,”  he  added.  “What  we’re  trying  to 
do  is  become  the  world’s  greatest  con¬ 
tent  provider  and  strongest  advertis¬ 
ing  company.” 

Asper  compared  CanWest’s  strategy 
to  that  of  the  Chicago-based  Tribune 
Co.,  which  took  over  the  Times  Mirror 
Co.  earlier  this  year  to  emerge  with 
newspaper-Intemet-TV  station  combinations  in  the  | 
top  three  U.S.  markets.  ‘What  they  have  is  very  inter-  j 
esting,”  Asper  told  the  analysts,  “and  what  we  have  we  j 
think  is  even  more  powerful,  because  it  has  national 
and  local  market  strengths.” 

Hollinger  will  continue  to  manage  the  National  \ 
Post,  the  national  paper  it  started  as  a  competitor  to  | 
The  Globe  and  Mail  in  late  1998,  for  the  next  five  | 
years.  Then,  it  will  turn  the  paper  over  to  manage-  j 
ment  by  both  companies.  CanWest  said  it  will  begin 
“cross-fertilization”  between  the  Post  and  its  Global 
Television  Network  immediately,  however,  with  the 
idea  that  increased  circulation  and  revenue  will  fol-  1 
low.  Asper  gave  analysts  a  preview  of  how  that  would 
happen.  CanWest  will  “play  with”  GTN’s  and 


Hollinger’s  national  sales  networks  and  add  market-  | 
ing  people  who  together  will  create  new  products  and  | 
ad  packages,  he  said.  I 

Also  going  to  CanWest  are  about  136  smaller  Cana¬ 
dian  daily,  weekly,  and  shopper  pa-  J ' 
pers,  Hollinger’s  magazine  group,  ji 
and  its  Canadian  Internet  proper-  j  ] 
ties,  which  include  canada.com.  |  j 

“What  we’re  trying  to  do  with  ij 
advertisers  is  create  a  do-it-yourself  j  j 
solution,”  Asper  said.  CanW’est,  he  j  | 
added,  will  be  able  to  say  to  advertis-  j  j 
ers,  ““You  want  to  do  a  global  brand-  j  j 
ing  campaign?  Here’s  what  I  have  i  j 
for  you.’  Or,  You  want  something  | 
immediate.  I’ve  got  these  for  you.’”  i 

The  scope  of  the  deal  surprised  in¬ 
dustry  watchers,  because  the  13  big  |: 
Hollinger  papers  sold  included  sLx  that  | ! 
Black  earlier  in  the  year  said  he  j  j 
planned  to  keep.  These  six  are  The 
Ottawa  Citizen,  The  Gazette  in  Montre-  !  i 
al,  the  Calgary  Herald,  The  Edmonton  \ 
Journal,  The  Vancouver  Sun,  and  The  ' 
Province  in  Vancouver.  j 

The  CanWest  deal  comes  amid  an  extremely  active  !  i 
newspaper  market,  with  some  companies,  such  as 
Times  Mirror  and  Central  Newspapers  Inc.  being  | 
swallowed  by  others  in  single  gulps,  and  others,  such  j 
as  Hollinger,  paring  down  to  focus  on  certain  mar-  i 
kets.  At  work  is  the  recognition  that  scale  is  a  key  to  j 
attracting  national  ad  dollars.  1 1 

Black  refuted  the  view  that  the  sale  is  a  sign  the  in-  !  i 
dustiy  is  in  decline.  Hollinger  will  get  a  15%  share  and 
about  6%  voting  interest  in  CanWest.  And  Black  will 
join  the  CanWest  board  as  its  second-largest  share¬ 
holder  after  the  Asper  family.  Teaming  up  with  a  sue-  j 
cessful  broadcaster,  he  insisted,  “is  the  best  possible  1 
assurance  of  the  strength  of  the  newspaper  franchises  | 

and  [the]  security  of  all  who  work  in  them.”  11 


“What  we’re 
trying  to  do  is 
become  the 
world’s  greatest 
content  pro\ider.” 

—  LEONARD  ASPER 

CanWest 


n 


CanWest  Global 
Communications  Corp.j 


Mollangcr  International  Inc.| 


Cross-media  packages  starting  to  sell 


BY  LUCIA  MOSES 

RIBUNE  Co.  HAD  SIMIIAR  ASPIRATIONS  TO 
THE  CanWest  Global  Communications  Corp. 
when  it  took  over  the  Times  Mirror  Co.  earlier 
this  year.  Tribune  emerged  with  an  unrivaled  advan¬ 
tage:  top  print,  online,  and  broadcast  properties  in 
each  of  the  three  biggest  U.S.  markets:  New  York, 
Los  Angeles,  and  its  hometown  of  Chicago.  To  capi¬ 
talize  on  this  edge.  Tribune’s  plan  was  to  sell  adver¬ 
tising  on  all  those  platforms  across  all  three  markets. 


i  Operating  TV  and  newspapers  together  and  cross-  I 
selling  them  to  advertisers  is  a  relatively  new  concept, 
and  Tribune  has  been  the  most  aggressive  in  adopt-  j 
ing  it.  Its  cross-sales  strategy  is  well  under  way  in 
i  Chicago  and  Orlando,  Fla.,  where  Tribune  has  long  i 
I  owned  multiple  media.  And,  with  the  ink  on  its  [ 
I  Times  Mirror  deal  barely  dry,  its  investment  is  al-  [  | 
I  ready  starting  to  pay  dividends.  | ! 

!  In  New  York,  Tribune  recently  sold  two  packages  |  i 
I  totaling$210,000forprint,  online,  and  TV  ad  place-  ji 
ments.  The  Hailford  (Conn.)  Courant  and  Hartford’s  ' 

I  WTIC-TV  Fox  61  are  hawking  multimedia  ad  deals  j 
I  around  three  local  sports  events  they  will  co-sponsor  j  [ 
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later  this  year.  Tribune  also  is  pursuing  similar  deals 
in  Los  Angeles.  And  the  company  is  chasing  several 
cross-media  sales  across  all  of  its  top  three  cities. 

“We’re  off  to  a  fast  start,”  said  David  P.  Murphy, 
president  of  Tribune  Media  Net,  which  was  formed 
after  the  takeover  to  pursue  national  ad  deals. 


Northwest.  Belo  plans  to  copy  the  strategy  in  Ari¬ 
zona  later  this  year.  The  company  expects  cross¬ 
selling  will  reap  an  added  $6  million  to  $8  million 
in  revenue  in  2001. 

Southeast  publisher  Media  General  Inc.  has  done 
a  small  amount  of  cross-selling  at  its  properties  in 


Tribune  projects  its  cross-media  deals  will  reap  $16  j  Tampa,  Fla.  Earlier  this  year,  it  bought  newspapers 


million  in  revenue  in  2001  —  small  change  to  a 
company  with  $7  billion  in  revenue,  but  k 
a  chunk  Murphy  expects  will  “grow  f  \ 
significantly.”  I 

The  New  York,  Los  Angeles,  and  Hart-  V 
ford  properties  also  have  begun  cross-  4^ 

promotions  and  content-sharing,  a 
hallmark  of  Tribune’s  strategy.  I  \ 

Media  buyers  said  that  they  y-  ^ 
welcome  the  ability  to  buy  cross- 
media  packages.  “We’re  all  look-  \  r^ 
ing  for  marketing  opportunities  6  r-A 
to  grab  people’s  attention. 

There’s  definitely  a  realization  f 

that  you  want  to  do  more  than  ^ 

run  just  spots,”  said  media  buyer  ^ 

Mickey  Marks  with  Creative  Media 
in  New  York. 

To  make  multimedia  deals 
work,  the  media  company  must  iden-  Paging  all  Pol 
tify  the  right  clients  and  tailor  the 
package  to  their  needs.  Companies  must  avoid  the 
mistakes  of  the  past,  when  they  had  a  tendency  to 
“throw  in  a  couple  of  dogs  with  what’s  considered 
more  marketable  assets,”  Marks  said. 

Others  are  starting  to  follow  Tribune’s  example. 
Dallas  Morning  News  parent  Belo  began  cross-sell¬ 
ing  in  earnest  earlier  this  year  across  its  properties 
in  the  Dallas/Fort  Worth  area  and  in  the  Pacific 


Paging  all  Pokemon  trainers  ... 


to  create  TV-newspaper  combos  in  three  more  mar¬ 
kets,  with  plans  to  cross-sell  them. 

And  last  month,  the  Los  Angeles  Newspaper 
Group  (LANG),  an  affiliate  of  MediaNew's  Group 
“N.  Inc.,  started  selling  ads  across 

^  eight  papers  (with  total 

^  /  circulation  of  about 

^  I  /  /  600,000)  and  their  respec- 

tive  Web  sites  as  well  as  on 
yf"  KPXN-’rV  Channel  30,  an  inde- 
^ pendent  station  in  Los  Angeles.  The  of- 
fer  is  only  available  for  job  ads  now, 
,  but  the  plan  is  to  e.xpand  it  to 

I  all  advertising  by  year’s  end, 

a  said  LANG  President  Ike 
/  Massey,  who  boasted,  “We 
actually  wanted  to  beat 
[Tribune]  to  the  punch.  I 
think  we  did.” 

ion  trainers  ...  Nintendo,  which  bought 

one  of  the  Tribune  packages 
in  New  York  to  promote  its  new  live  Pokemon 
show,  found  it  worked  so  well  that  it  plans  to  repeat 
the  campaign  in  September,  said  Shelly  Hirsch, 
CEO  of  Summit  Media,  media  buyer  for  Pokemon. 
“The  world  is  changing,”  Hirsch  said.  “You  need  to 
bounce  off  various  media  to  drive  the  message 
home.  There’s  so  much  choice:  I  have  a  satellite 
dish;  I  have  500  channels.”  II 


Long  Beach  contract  approved 


?-T’  staffers  to  get  7%  pay  increases 


BY  JOEL  DAVIS 

SACRAMENTO,  CALIF. 


UNIONIZED  EM- 

ployees  in  the 
editorial  and 
circulation  departments 
at  the  Long  Beach,  Calif., 
Press-Telegram  have 
approved  a  three-year 
contract  with  the  paper 
calling  for  a  7%  raise 
over  three  years. 

According  to  the 
Press-Telegram,  mem¬ 
bers  of  the  Southern 


www.editorandpublisher.com 


i  California  Media  Guild 
!  will  receive  salary  in- 
:  creases  of  3%  this  year, 
j  2%  in  July  2001,  and  2% 
I  in  July  2002.  Guild  em- 
'  ployees  are  additionally 
i  eligible  for  401(k)  retire¬ 
ment  plans  and  $300 
i  contract-signing  bonus- 
i  es.  “This  new  contract 
i  ushers  in  a  new  phase 
for  many  Guild  mem- 
j  bers  who  had  their  pay 
i  frozen  for  the  past  two 
:  years,”  Press-Telegram 


staff  writer  Joe  Segura, 
part  of  the  Guild’s  bar¬ 
gaining  team,  told  the 
paper.  “It’s  a  modest  first 
step  in  our  efforts  to  es¬ 
tablish  progressive 
working  conditions.” 

The  agreement,  which 
does  not  require  employ¬ 
ees  to  pay  union  dues  to 
get  pay  raises  and  bene¬ 
fits,  concludes  negotia¬ 
tions  dating  back  to 
December  1997,  when 
William  Dean  Single¬ 
ton’s  MediaNews  Group 
Inc.  purchased  the  Press- 


Telegram  from  Knight 
Bidder. 

In  a  separate  develop¬ 
ment,  the  Guild  and 
MediaNews  Group 
have  resolved  outstand¬ 
ing  unfair-labor-practice 
allegations  that  recently 
resulted  in  an  adminis¬ 
tration  law  judge  order¬ 
ing  the  company  to 
negotiate  with  the 
union  over  the  layoff  of 
21  workers  and  the 
closure  of  the  news¬ 
paper’s  transportation 
department.  11 


president  and  CEO  of 
broadcastspots.com, 
will  continue  running 
his  operation,  now  a 
wholly  owned  sub¬ 
sidiary. 

-  JOE  NICHOLSON 

CENTRAL  SALE 
A  DONE  DEAL 

Gannett  Co.  Inc. 

last  week  com¬ 
pleted  its  $2.6-billion 
purchase  of  Central 
Newspapers  Inc.  and 
installed  new  officers, 
board  members,  and 
executives  at  its  new 
subsidiary. 

Gannett  appointed 
one  of  its  veteran 
publishers.  Sue  Clark- 
Johnson,  53,  to  head 
The  Arizona  Republic, 
Central’s  biggest 
daily  newspaper. 
Barbara  Henry, 
publisher  of  The  Des 
Moines  (Iowa)  Regis¬ 
ter,  was  put  in  charge 
of  The  Indianapolis 
Star.  She  replaced 
Dale  Duncan,  who 
will  take  a  corporate 
executive  post  at 
Gannett. 

-  LUCIA  MOSES 


FILES  LAWSDIT 

Claiming  that  a 
group  of  New 
York  advertising  agen¬ 
cies  has  systematical¬ 
ly  excluded  Latino 
newspapers,  the  His¬ 
panic  Newspaper 
Network  (HNN)  last 
week  filed  a  $1 -bil¬ 
lion  lawsuit  against 
several  WPP  Group 
subsidiaries,  accusing 
them  of  restraint-of- 
trade  violations. 

HNN,  based  in  Van 
Nuys,  Calif.,  contends 
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that  Ogiivy  &  Mathers, 
Young  and  Rubicam, 
and  JW  Thompson  — 
prime  contractors  for 
several  federal  govern¬ 
ment  accounts  —  pur¬ 
posefully  excluded 
Latino-owned  publica¬ 
tions.  HNN,  on  behalf 
of  15  newspaper 
plaintiffs,  said  it  will 
prove  that  a  “pattern 
of  misconduct”  has 
occurred  that  “eco¬ 
nomically  harmed"  its 
member  newspapers. 

In  a  statement, 
WPP  called  the 
lawsuit  “frivolous 
and  completely 
without  merit.” 

-  JOE  STRUPP 


tions  of  publi-shers  and 
ad  buyers,  and  has  been 
a  long  time  in  coming 
for  both  newspapers, 
who  seek  more  market- 


tinguish  copies  distrib¬ 
uted  to  college  students 
from  those  distributed 
through  Newspaper  In 
Education  programs. 

The  ABC  also  ex¬ 
panded  its  defini¬ 
tion  of  school 
subscriptions  to 
include  copies  dis¬ 
tributed  outside 
the  classroom,  effective 
immediately. 

Similarly,  the  ABC 
plans  to  require  newspa¬ 
pers  to  provide  detailed 
information  about 
copies  sold  with  other 
goods  and  services.  S 


BY  LUCIA  MOSES 

Newspapers 

would  be  able  to 
count  copies 
sold  for  25%  to  50%  of 
their  basic  price  as  paid 
circulation,  under  a  pro¬ 
posal  recently  advanced 
by  the  Audit  Bureau  of 
Circulations.  The  pro¬ 
posal  to  redefine  “paid 
circulation”  is  designed 
to  give  newspapers  more 
flexibility  in  marketing 
themselves. 

The  proposal  —  which 


Audit  Bureau  of  Circulations 


ing  flexibility,  and  adver¬ 
tisers,  who  want 
newspapers  to  provide 
more  disclosure  of  their 
paid  circulation. 

In  the  same  vein,  the 
proposal  also  would  re¬ 
quire  newspapers  to  dis- 


Slugging  it  out  in  Seattle 

‘P-I’  throws  counterpunch  at  the  ‘Times’ 

Luck  is  the  residue  of  redesign 


In  its  fourth  news¬ 
paper  acquisition 
of  the  year,  Freedom 
Communications  Inc. 
agreed  to  buy  The 
Telegraph  in  Alton, 

III.,  from  the  Journal 
Register  Co.  for  an 
undisclosed  price. 

Freedom  also  owns 
the  Jacksonville  (III.) 
Journal-Courier,  about 
60  miles  north  of  Al¬ 
ton.  The  Telegraph, 
daily  circulation 
27,622,  is  one  of 
several  Midwest 
newspapers  that 
Journal  Register  put 
on  the  block  earlier 
this  year  to  focus  on 
its  East  Coast  clus¬ 
ters.  -  LUCIA  MOSES 


Key  elements  in  the  new  look  include  a  second- 
page  news  summary  for  readers  squeezed  for  time; 
the  introduction  of  weekly  special  sports,  entertain¬ 
ment,  and  features  pages;  more  “points  of  entry”  in 
the  form  of  multiple  headlines  and  summary'  decks; 

bigger,  bolder  ty^pe;  and  font  changes. 

:  ‘The  staff  has  worked  like  hell  since  April,”  said 

1  Assistant  Managing  Editor  Neal  Pattison,  coordi- 
I  nator  of  the  redesign.  ‘We  wanted  a  newspaper  that 
||  .'tJ.’a;  ■  operated  on  a  couple  of  levels, 

I  not  just ‘McNews.’ We  still  have 
j  substantive  stories.  ...  The 
•g.  !  points  of  entry  will  be  accompa- 

I  nied  by  a  lot  of  journalism.” 

Reader  reaction  to  the  re- 

■  design  has  been  mixed.  Pattison, 
bracing  for  the  worst,  said  the  pa- 
per  got  about  40  calls  the  first 
I  day.  “A  surprising  number,  eight 
I  or  nine,  were  just  flat-out  thank- 
i  yous  —  we  never  expected  to  hear 
I  cQmplinignts.  The  others  were,  “I 
I  like  your  changes,  but  ...  .’  Then 
^  ,  .  there  was  a  small  group  that  said. 

This  is  temble,  you  ve  ruined  a  pa- 
;  por  I’ve  taken  for  years.’  ” 

itor  and  Publisher  Roger  ' '  Mostly,  the  redesign  has  added 

Oglesby.  He  added  that  the  competing  Times  \  without  subtracting,  except  for  a  cut  in  TV  listings. 
a.m.  conversion  “clearly  was  one  of  the  driving  forces  ;  “We  didn’t  want  to  take  things  away,”  Pattison  said.  “I 
behind  the  redesign.”  !  think  readers  go  crazy  when  you  take  things  away.”  II 


BY  JOEL  DAVIS 

SACRAMENTO,  CALIF 


Reacting  to  increasing  compeztition  and 
decreasing  attention  spans,  the 
Seattle  Post- 
Intelligencer  recently  re¬ 
designed  a  paper  that’s 
been  around  since  1863. 

The  Hearst  Corp.- 
owned  P-I,  as  locals  know 
it,  introduced  the  redesign 
July  10.  It  was  motivated 
by  the  competing  (though 
jointly  operated)  Seattle 
Times'  conversion  to  the 
morning  cycle  in  March  — 
and  a  desire  to  engage 
readers  in  a  hurry. 

“It’s  an  effort  to  make  the 
paper  an  easier  and  faster 
read  for  people  who  don’t 
have  a  lot  of  time,  without 
sacrificing  depth  for  people  Bolder  (right) 
who  want  that,”  said  P-I  Ed- 
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The  Associated 
Press  hopes  to 
complete  its  stock 
listing  conversion 
from  fractions  to  deci- 


8  EDITOR& PUBLISHER  AUGUST 


Get  the  heads-up  on  what*s  happening 
from  one  end  the  industry  to  the  06 
every  week  in  Editor  &  Publisher.  ^ 
Whether  imoda^’s  newspaper  and 
online  news  or  tomorrt^w’s  emerging 
trends  and  issues  —  only  E&P  gives 
you  all  the  editorial,  financial,  legal, 
marketing  and  technology  coverage 
yon  need  to  keep  up  with  every 
aspect  of  this*^  , 
iast-changing  /  - 

Industry.  Don’t 
let  last  week’s  / 

news  pile  up  ^  \  Ji 


today! 


EDITORe^ 

PUBLISHER 


For  faster  service  call  toll-free 

1-888-313-3530. 

Visit  our  wellsite  at  www.mediainfo.com 


□  YES!  Please  send  me  1  year  of  E&P  (51  weekly 
issues)  for  only  $75. 1  save  63%  off  the  cover  price! 


Name 

Company 

Address 


Title 


State 


Zip 


City 
E-Mail 

J  Save  me  more  money!  Send  me  2  years  for  only  $135! 

J  Bill  me.  J  Payment  enclosed.  Charge  my:  _l  Visa  J  MC  -lAMEX 

Account  # 


Exp.  Date 


Signature 

To  speed  your  order,  please  check  one  box  in  each  category. 


30H1 


Buslnens 

10.  J  Library/Kederal/ 

1. 

J  Sales  Mgr. 

J  Daily  Newspaper 

State  and  Local  Govt. 

J. 

J  Class  Mgr. 

i  Weekly  Newspapier 

11.  J  Education: 

K. 

-J  Research  Mgr. 

i  Radio  Station 

Students, Teachers 

L. 

^  Promo  Mgr. 

i  TV  Station 

Other(/Yease  specify) 

M. 

J  PR  Mgr 

J  Cable  TV  Network 

_  O. 

J  Prod  Mgr. 

i  On-line  City  Guide 

p. 

■J  Composing  Mgr. 

J  Magazine/ 

>t>ur  Occupation 

Q 

J  Circulation  Mgr. 

Other  Publication 

A.  J  Publisher 

R. 

J  Editorial  Dept. 

i  Software  Provider 

B.  J  President 

S. 

Zi  Advertising  Dept. 

J  Corp./Ind./Assn.  Buying 

C.  U  Vice  President 

T. 

J  Circulation  Dept. 

Advertising  Space 

D.  J  Editor 

V. 

J  Production  Dept. 

J  Advertising  /^ency 

Dl.  J  Producer 

w 

J  Promotion  Dept. 

J  Newspaper  Rep. 

D2.  J  Station  Mgr. 

X. 

J  Freelance  Artist/Writer 

J  Graphic  Arts/Printing 

D3.  J  News  Dir. 

Y. 

□  Newspaper 

Service/Newspaper 

D4.  J  Dir.  New  Media 

Dealer  ^I^st  ri  butor 

Supplier 

D5.  J  Content  Dir. 

z. 

ZJ  Retired 

J  News  Service/ 

D6.  J  Webmaster 

AA.  Jt  MIS  Mgr. 

Feature  Syndicate 

E.  J  General  Mgr. 

BB. 

J  Prepass  Mgr. 

J  Publicity  and 

F.  J  Business  Mgr. 

CC.  J  Mailroom  Mgr. 

Public  Relations 

G.  J  Controller 

H.  J  Advertising  Mgr. 

Other(Pfease  specify) 

District  of  Columbia  residents  please  add  applicable  sales  tax.  Canada 
subscription  is  tax  deductible.  International  (outside  U.S.  and  Canada): 


residents  please  add  GST.  Your 
S135  surface.  $315  air 


EDITORe^ 

PUBLISHER 


For  faster  service  call  toll-free 

1-888-313-5530. 

Visit  our  website  at  www.mediainfo.com 


J  YES!  Please  send  me  1  year  of  E&P  (51  weekly 
issues)  for  only  $75. 1  save  63%  off  the  cover  price! 


Name 

Company 

Address 

City 


Title 


State 


Zip 


E-Mail 

_l  .Save  me  more  money!  Send  me  2  years  for  only  $135! 

J  Bill  me.  _J  Payment  enclosed.  Charge  my:  J  Visa  J  MC  _IA.MEX 


Account  # 


Exp.  Date 


Signature 

To  .speed  your  order,  please  clieck  one  box  in  each  category. 


Yf»ur  HiisinesH 

10.  J  Library/Federal/ 

1 

J  Sales  Mgr. 

1.  J  Daily  Newspaper 

State  and  1  (X'al  (jovt. 

J. 

J  Class  Mgr. 

2.  J  Weekly  Newspaper 

11.  J  Education; 

K. 

J  Research  Mgr. 

2a.  J  Radio  Station 

StudentsTeachers 

L. 

J  Promo  Mgr. 

2b.  J  TV  Station 

()Xher{Ptease  specify) 

M. 

J  PR  Mgr. 

2c.  J  Cable  TV  Network 

.  0. 

J  Prod  Mgr. 

2d.  J  On-line  City  Guide 

p 

J  Composing  Mgr. 

6.  ^  Magazine/ 

Your  Occupation 

0 

J  Circulation  Mgr 

Other  Publication 

A.  J  Publisher 

R. 

J  Editorial  Dept. 

2e.  J  Software  Provider 

B.  J  President 

b. 

J  Advertising  Dept. 

3.  J  Corp./Ind./Assn.  Buying 

C.  J  Vice  President 

T. 

J  Circulation  Dept. 

Advertising  Space 

D.  J  Editor 

V. 

J  Production  Dept. 

A.  J  Advertising  i^ency 

Dl.  J  Prcxiucer 

w. 

J  Promotion  Dept. 

5.  J  Newspaper  Rep. 

D2.  J  Station  Mgr 

X. 

J  Freelance  Artist./Writer 

7.  J  Graphic  Arts/Printing 

D3.  News  Dir. 

Y 

J  Newspaper 

Service/Newspaper 

D4.  wJ  Dir.  New  Media 

Dealer/Distributor 

Supplier 

D5.  J  Content  Dir. 

Z. 

J  Retired 

8.  J  News  Service/ 

D6.  J  Webmaster 

AA.  J  MIS  Mgr. 

Feature  Syndicate 

E.  J  General  Mgr. 

BB.  J  Prepass  Mgr. 

9.  J  Publicity  and 

F.  J  Business  Mgr. 

CC. 

J  Mailroom  Mgr. 

Public  Relations 

G.  J  Controller 

H.  J  Advertising  Mgr. 

()ther(/Yease  specify) 

District  of  Columbia  residents  please  add  applicable  sales  tax.  Canada 
subscription  is  tcix  deductible.  International  (outside  U.S.  and  Canada) 


residents  please  add  GST.  Your 
:  $135  surface.  $315  air 


PO  BOX  3000  PO  BOX  3000 

DENVILLE  NJ  07834-9736  DENVILLE  NJ  07834-9736 


From  the 
newsroom 


EDITOR£!:f.“ 

PUBLISHER 


Satisfaction  Guaranteed 


If  at  any  time,  for  any  reason,  you 
decide  that  Editor  &  Publisher 
does  not  measure  up  to  your 
expectations  —  you  can  cancel 
your  subscription  and  receive  a 
full  refund  on  all  unmailed  issues, 
no  questions  asked. 


E  &  P  NEWS 


[Ink’s  Lucent  future  is  now... 


A  bright  spot  for  the  MIT  spinoff 


BY  JIM  ROSENBERG 

The  arrival  of  newspapers  able  to  print 
and  reprint  themselves  without  a  press 
or  printer  may  be  hastened  by  a  recently 
announced  agreement  between 
E  Ink  Corp.  and  Lucent  Tech¬ 
nologies. 

For  its  multimillion-dollar  in¬ 
vestment  in  E  Ink,  Murray  Hill, 

N.J.-based  Lucent  gained  a  mi¬ 
nority'  stake  in  the  Massachusetts 
Institute  of  Technology  spinoff, 
which  is  now  licensed  to  use  plas¬ 
tic-transistor  technology  being 
perfected  by  Lucent’s  Bell  Labs. 

Flexible  and  printable,  plastic 
transistors  are  essential  to  the 
making  of  electronic  ink.  Con¬ 
taining  both  electronic  and  im¬ 
age-bearing  components,  the 
ink  is  its  own  printer. 

Updates  or  complete  reimaging  could  be  accom¬ 
plished  by  wired  or  wireless  connection  to  the  Inter¬ 
net  or,  conceivably,  with  no  e.xternal  device  —  the 
receiver  residing  in  the  “electronic  paper.” 

To  date,  Cambridge,  Mass.-based  E  Ink  has  creat¬ 
ed  in-store  ads  on  boards.  But  in  “achieving  the  look 
and  feel  of  paper,”  said  E  Ink  President  and  CEO  Jim 


luliano,  “collaboration  with  Lucent  is  an  important 
step”  that  may  lead  to  slimmer,  lighter  appliances. 

E  Ink  grinds  titanium  dioxide  into  nanoparticles, 
suspends  them  in  a  dye  of  any  color,  and  encapsulates 
the  suspension  in  balls  the  width  of  human  hairs 
(100,000  microcapsules  per  square  inch).  After  print¬ 
ing  the  encapsulated-suspension  ink  on  almost  any 
surface  ,  it  applies  slight  electri¬ 
cal  charges  to  the  opposite  sides 
of  a  surface.  A  positive  charge 
creates  a  white  or  light  appear¬ 
ance  by  drawing  pigment  parti¬ 
cles  to  the  tops  of  the  capsules;  a 
negative  charge  causes  them  to 
sink,  revealing  the  dye’s  color. 
Selective  application  of  charges 
can  render  characters  or  images 
on  an  electronically  inked  sur¬ 
face.  Page  files  would  be  trans¬ 
mitted  to  a  subscriber’s  receiver 
that  would  apply  the  signal  to  the 
surface  —  which,  unlike  screen 
displays,  requires  no  power  to  re¬ 
tain  its  particles’  up/down  orientation,  and  therefore 
its  printed  image. 

E  Ink  claims  superiority'  to  conventional  displays 
because  its  technology  uses  50-100  times  less  power 
than  liquid  crystal  displays,  is  more  portable  and  less 
susceptible  to  damage,  has  high  contrast  and  reflec¬ 
tivity,  is  readable  Irom  almost  any  angle,  and  can  be 
made  more  affordably  because  it  is  an  ink.  [S 


Transistors  on  a  flexible  sheet  and  stamp 
(right)  used  to  print  fine  conducting  lines 


Inland  on  industry  compensation 

Online  managers  making  the  big  bueks 


Marketing  directors  doing  OK,  too 


BY  LUCIA  MOSES 

EWSPAPER  ON- 
line  services 
directors 
should  be  picking  up  a 
lot  of  tabs  this  year. 
Their  average  base 
salary  rose  by  13.1% 
to  $58,700  last  year  — 
the  biggest  raise  of  any 
newspaper  job  title, 
according  to  the  Inland 
Press  Association’s 
13th  annual  News¬ 
paper  Industry 


i  Compensation  Survey 
i  (NICS). 

Reporters’  raises, 
t  meanwhile,  were 
j  among  the  smallest  of 
i  the  81  job  titles  sur- 
!  veyed.  Experienced 
I  reporters  saw  their 
j  average  base  pay  rise  a 
j  scant  2.2%  to  $30,000 
I  la.st  year.  Beginning 
I  reporters  did  a  little 
better,  with  their  aver¬ 
age  base  pay  increasing 
2.8%  to  $24,700. 


Newspapers  histori¬ 
cally  have  not  been 
places  where  people 
came  to  get  rich  —  but 
their  relatively  recent 
addition  of  online 
departments  raises  a 
new  pay  issue  for  their 
owners. 

“They’re  going  to 
have  to  deal  with  how 
to  pay  people  with 
fundamentally  differ¬ 
ent  skills,”  said  Robert 
J.  Greene  of  Reward 
Systems  Inc.  in  Ban¬ 
nockburn,  Ill.  Greene 
contributed  to  quality 


control  for  the  Inland 
surv’ey. 

At  the  same  time,  the 
tight  labor  market  and 
growth  of  the  online 
industry  have  put 
pressure  on  newspa¬ 
pers  to  cough  up  more 
pay  or  risk  losing  staff. 

One  publisher  facing 
this  issue  is  Orage 
Quarles  III  of  The  News 
^  Observer  in  Raleigh, 
N.C.  “We’re  a  high- 
growth,  high-tech 
market,  and  it  causes 
us  to  constantly  moni¬ 
tor  our  compensation 


mals  by  Aug  21, 
officials  from  the 
news  cooperative 
said  last  week.  AP 
has  converted  about 
700  newspapers  to 
the  decimal  format  so 
far,  with  testing  con¬ 
tinuing  at  the  co-op’s 
230  other  member 
papers. 

The  news  service  is 
coordinating  the 
change  in  preparation 
for  a  conversion  to 
decimals  by  the  New 
York  Stock  Exchange 
set  for  Aug.  28.  Along 
with  formal  changes  at 
each  paper,  AP  also  is 
informing  member 
newspapers  via  a  post¬ 
card  alert  that  invites 
those  with  questions 
to  call  a  special  hotline 
number  at  1-8(X)- 
3AP-ST0X. 

-  JOE  STRUPP 

APBOES  AFTER 
WEB  THIEVES 

Seeking  to  crack 
down  on  Internet 
pirates  that  take  its 
content  and  give  it  no 
credit,  The  Associat¬ 
ed  Press  recently 
contracted  with  a 
Washington-based  in¬ 
telligence  service  to 
find  unauthorized 
users  of  AP  content 
on  the  Web. 

Cyveillance,  which 
advertises  itself  as  a 
client’s  “eyes  and 
ears  on  the  Web,” 
will  monitor  a  variety 
of  sites  to  see 
whether  any  AP  prop¬ 
erty  is  being  illegally 
used,  AP  officials 
said.  “With  Cyveil- 
lance’s  help,  we  can 
ensure  that  our  con¬ 
tent  is  used  properly 
and  that  the  integrity 
of  our  products  is 
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preserved,”  said 
James  R.  Williams, 

AP  vice  president  and 
director  of  its  broad¬ 
cast  division. 

-  JOE  STRUPP 

POST' OFFERS 
FREE  NET  DEAL 

The  Washington 
Post  is  the  latest 
newspaper  to  offer 
free  Internet  access 
via  its  Web  site. 

StartFree.com  will 
provide  free  analog 
dial-up  access  to  the 
Internet  to  washing- 
tonpost.com  users. 

Earlier  this  year. 

The  Dallas  Morning 
News  and  the  Denver 
Rocky  Mountain  News 
partnered  with 
another  free  Internet 
service  provider, 
lstUp.com. 

The  newspapers  ex¬ 
pect  to  see  increased 
Web  traffic  as  a  result 
of  the  deals. 

-  CARL  SULLIVAN 


PressPoint  has 
added  the  first 
Danish  daily, 
Berlingske  Tidende,  to 
its  roster  of  electroni¬ 
cally  distributed  Glob¬ 
al  Editions,  which  are 
output  worldwide  on 
digital  printers. 

The  New  York- 
based  service  also  got 
4,000  daily  copies  of 
Bloomberg  News  to 
delegates  at  the  Re¬ 
publican  National 
Convention  in  Phila¬ 
delphia  last  week.  It 
will  do  the  same  for 
delegates  at  the  De¬ 
mocratic  National 
Convention  in  Los 


and  benefits,”  Quarles 
said.  The  newspaper 
surveys  its  employees 
each  year  on  their  feel¬ 
ings  about  the  salaries, 
he  added. 

Overall,  the  percent¬ 
age  of  raises 
monitored  in 
the  Inland 
survey  were 
the  same  or 
better  than 
they’ve  been 
in  recent 
years,  and  are 
in  line  with 
those  of  other  indus¬ 
tries,  according  to  peo¬ 
ple  who  worked  on  the 
survey. 

“The  good  news  is, 
raises  are  a  couple 
percentage  points 
higher  than  inflation,” 
Greene  said.  “There’s 
been  a  steady  ramping- 
up  of  pay.” 

Marketing  services 
directors  were  the 


other  big  winners  last 
year,  with  their  average 
base  pay  rising  12.2%. 
Adding  salary  and  ben¬ 
efits,  in  fact,  they  did 
best  of  all  in  total  direct 
compensation  from 


“I  think  [newspa¬ 
pers]  feel  more  pres¬ 
sure  and  feel  more 
responsive  to  the  needs 
of  their  employees,” 
said  Ray  Carlsen,  In¬ 
land’s  executive  direc¬ 


“We’re  a  high-growth,  high- 
tech  market,  and  it  causes  us 
to  constantly  monitor  our 
compensation  and  benefits  ” 


—  ORAGE  QUARLES  III 

Tks  News  e  Observer 


1999  to  2000,  with  a 
big  boost  of  18%. 

In  other  job  titles,  the 
survey  showed  average 
base  salary  increases  £is 
follows:  general  man¬ 
ager,  6.9%;  top  adver¬ 
tising  executive,  6%; 
editor,  4.9%;  publisher, 
4.7%;  top  operations 
executive,  3.5%;  and 
top  circulation  execu¬ 
tive,  3.3%. 


tor.  “I  think  the  fact  is 
that  it’s  a  tight  employ¬ 
ment  market.” 

This  was  the  second 
year  online  compensa¬ 
tion  data  was  included 
in  the  survey,  which 
covered  461  daily 
papers  in  the  United 
States  and  Canada. 

Among  NICS  co¬ 
sponsors  are  the  News¬ 
paper  Association  of 


America,  National 
Newspaper  Associa¬ 
tion,  and  International 
Newspaper  Financial 
Executives. 

Greene  said  newspa¬ 
per  companies  shun 
stock  options 
and,  in  some 
cases,  are  bound 
by  union  con¬ 
tracts,  which 
„  limits  their 

*•  salary  latitude. 

III  But,  unlike 
RVER  many  dot-com 
operations,  they 
can  offer  assurance 
that  they’ll  be  around 
for  years  to  come. 

Some  companies  are 
getting  more  competi¬ 
tive.  The  McClatchy 
Co.,  parent  of  Raleigh’s 
News  £5?  Observer,  has 
started  offering  profit- 
sharing  to  its  employ¬ 
ees  based  on  the  per¬ 
formance  of  its  individ¬ 
ual  newspapers.  11 


'The  Blade’  makes  point  in  Toledo 


Court  order  halts  on-air  piracy 


Radio  outlet  agrees  to  attribution 


BY  JOE  STRUPP 

IN  A  PRECEDENT- 
setting  move  that 
may  stem  the 
unauthorized  use  of 
newspaper  stories  by 
broadcast  outlets,  the 
owner  of  a  Toledo, 
Ohio,  radio  station  has 
agreed  to  stop  using 
stories  from  The  Blade 
as  on-air  copy  without 
giving  the  local  daily 
paper  credit. 

The  agreement, 
embodied  in  an  Aug.  1 
consent  order  signed  by 
Common  Pleas  Judge 
J.  Ronald  Bowman  of 
Lucas  County,  settles  a 


lawsuit  filed  last  year  by 
Block  Communications 
Inc.,  The  Blade’s  par¬ 
ent  company,  against 
WSPD-AM  owner 
Jacor  Communica¬ 
tions  Inc.,  a  sub¬ 
sidiary  of  Clear 
Channel  Communi¬ 
cations.  The  suit  had 
claimed  radio  per¬ 
sonalities  were  pirat¬ 
ing  Blade  stories. 

In  the  court  order, 
approved  by  both  sides, 
Jacor  and  its  station 
agreed  that  any  future 
on-air  use  of  Blade 
items  would  include 
statements  crediting  the 


newspaper  as  the  source  j  c 
of  the  information.  1  i 
“Both  companies  come  i 
\  out  in  good  shape,”  said  I 

“It  is  wrong ... 
for  broadcasters 
to  take  stories 
produced  by 
newspapers.” 

—  FRITZ  BYERS 

Block  Communications  Inc. 

j  Andy  Stuart,  vice  presi-  £ 
I  dent  and  market  man-  1 
ager  for  WSPD.  “We  s 
i  have  a  better  under-  j  r 
j  standing  of  each  other’s  t 
I  businesses.”  t 

I  i  Fritz  Byers,  general  i  t 


counsel  for  Block  Com¬ 
munications,  which 
also  owns  the  Pitts¬ 
burgh  Post-Gazette,  said 
the  order  will  force 
other  broadcast  out¬ 
lets  to  respect  news¬ 
paper  property  in  the 
future.  “We  think  it 
is  significant,”  he 
said,  “that  [Jacor] 
executives  are  willing 
to  acknowledge  in  a 
*  court  order  that  it  is 
wrong,  both  legally 
and  journalistically,  for 
broadcasters  to  take 
stories  produced  by 
newspapers  and  use 
them  without  giving 
the  paper  credit  for 
the  story.”  II 
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?f^^Sing 


fickot 
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At  last  month’s  G-8 
s'lmmit  in  Okinawa, 
Japan,  PressPoint  dis¬ 
tributed  2,000  daily 
copies  of  26  titles 
from  1 1  countries  in 
eight  languages.  Print¬ 
ed  for  the  first  time  in 
A2  format  on  an  IBM 
Infoprint  machine,  the 
16.5-by-23.4-inch 
sheets  were  then  fold¬ 
ed  into  11.7-inch- 
wide  pages. 

Also  in  July,  Qan- 
tas  Airlines  began 
carrying  Global  Edi¬ 
tions  aboard  its  Syd¬ 
ney-based  flights. 

-  JIM  ROSENBERG 


Faceliftfor  a  20-month-old: 
New  book’s  even  newer  look 


a  I  site  reviews  organized 

|i  anie  Chang  said  her 
p  staff  checks  out  ^more 

nTHKSTAK  i  f  ment  examines  how 

^  the  Weh  affects  daily 
life;  “Ask  Leo”  is  a 
Q-and-A  computing 
advice  column;  and 
I  “Personal  Technology”  offers  hardware 
i  and  software  tips,  gadget  info,  and 
\  guidance  on  purchasing  computer 
equipment. 

“People  lead  busy 
lives,  and  they  en¬ 
joy  the  Weh,  but 
they  get  frustrated 
when  a  search  en¬ 
gine  they’re  using 
spits  out  50  sites 
for  them  to  choose 
from,”  said  Chang, 
who  was  for- 
E  ^  merly  editor  in 
•  '  chief  of  Connect- 
i  Time.  “We  do  the 
I  hours  and  hours 
I  of  searching  for 
our  readers.  We 
weed  out  the  duds 
:  and  point  them 
only  to  sites  we 
think  are  worth 
their  valuable 
time.” 

When  Access  Me¬ 
dia  (which  is  pri¬ 
vately  held  and 
based  in  Needham, 
Mass.)  compiled  the 

_  magazine’s  first 

I^Bi  1  1,000  Web  site  reviews  into  a  “Guide  to  the 
Web,  Volume  I,”  it  advertised  the  book  only 
online  and  in  the  magazine.  Still,  Veitch  recalled  in 
amazement,  50%  of  the  readers  who  ordered  it  did 
so  using  snail  mail.  “Our  audience  is  representative 
of  the  mainstream,”  he  said.  “They’re  sophisticated 


BY  ELLEN  LIBURT 

WF.  WERE  ORIGINALLY  GUNNING  FOR 

the  coffee  table;  we’re 
now  shooting  for 

the  computer  table,”  Mike  ClJv vw 
Veitch  said  with  a  laugh.  As 
the  president  and  CEO  of 
Access  Media  Inc.  —  the  par- 
ent  company  of  the  recently 
redesigned  Access  Internet  ^ 

Magazine  and  its  companion 
Web  site,  launching  today  — 
he  has  one  foot  in  the  print 
world  and  one  in  cyberspace. 

And  in  this  brave  new  dot-com 
world,  Veitch  thinks  that’s  a  |j|||^< 
good  position  to  be  in.  “It’s  a  supplement 

the  hybrids  that  are  going 
to  survive  and  prosper,”  he 
said  —  and  judging  by  his 
magazine,  so  far,  so  good. 

Although  it  is  only  20 
months  old.  Access  Inter-  m 

net  Magazine  already  .■ 

claims  a  circulation  of  9-3  I 

million  and  a  readership  it 
estimates  at  13.3  million.  It  reaches  more  online 
users  than  all  other  consumer  Internet  magazines 
combined.  Distributed  nationally  through  part¬ 
nerships  with  83  metropolitan  Sunday  newspa¬ 
pers,  the  weekly  is  the  sixth-largest  magazine  in 
the  country  behind  Parade,  USA  Weekend,  Read¬ 
er’s  Digest,  TV  Guide,  and  _Li 

tion  expected  to  hit  rJB 

10  million  by  Octo- 

ing  Internet  and  the  —  -  ' 

perilous  straits  of  personal  technology.  It  introduces 
computer  novices  to  the  Web  (gently)  while  wooing 
more  experienced  surfers  with  engaging  content  and 
new  ways  to  use  the  Internet.  Every  issue  provides 


I  “A”  is  for  Access 
1,  Internet 
I  Magazine. 


American  voters 
have  not  been 
strongly  influenced  by 
media  coverage  of  the 
presidential  candi¬ 
dates’  personal  char¬ 
acter,  according  to  a 
survey  conducted  by 
the  Pew  Research 
Center. 

Only  one-third  of 
Americans  see  Demo¬ 
crat  Al  Gore  as  a  can¬ 
didate  who  will  say 
what’s  popular  rather 
than  what  he  really 
believes.  And  one- 
fifth  regard  Republi¬ 
can  George  Bush  as  a 
“different  kind  of  Re¬ 
publican.”  Those 
were  two  common 
character  themes  in 
broadcast  and  print 
coverage  of  the  cam¬ 
paigns  from  April  to 
June,  according  to  a 
joint  analysis  by  the 
Project  for  Excellence 
in  Journalism  and  the 
Committee  of  Con¬ 
cerned  Journalists. 

The  survey  con¬ 
ducted  July  19-23 
also  found  lower  pub- 


jTHESTARTM^W 

“It’s  a  brand-new 
magazine  with 
a  200-year-old 
relationship  to  the 
reader.”  —  mike  veitch 

Access  Media  Inc. 
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lie  interest  in  the  po¬ 
litical  parties’  con¬ 
ventions  than  in 
previous  years. 

-  TODD  SHIELDS 

S.C.  RECORDS 
TRIRRERSUIT 

A  South  Carolina 
newspaper  sued 
a  local  sheriff's  office 
after  reporters  were 
denied  access  to  the 
disciplinary  records 
and  misconduct  re¬ 
ports  of  several 
deputies,  according 
to  The  Associated 
Press. 

The  Herald  of  Rock 
Hill,  S.C.,  filed  suit 
July  19  in  York  Coun¬ 
ty  claiming  that  Sher¬ 
iff  Bruce  Bryant 
illegally  barred  two 
reporters  from  ac¬ 
cessing  the  records 
after  they  submitted 
a  request  under  the 
state's  Freedom  of  In¬ 
formation  Act. 

The  records  were 
sought  following  com¬ 
plaints  from  a  former 
girlfriend  of  one  of 
the  deputies,  who 
claimed  he  had 
threatened  her. 

-  JOE  STRUPP 

HERALD' ROYS 
AlATINDTAD 

Paddock  Publica¬ 
tions,  parent  of 
the  Chicago  suburban 
Daily  Herald,  bought 
the  monthly  bilingual 
Latino  paper  Reflejos 
from  Jerry  Cam- 
pagna,  owner  and 
publisher,  the  news¬ 
papers  announced 
recently. 

Campagna  —  who 
grew  the  10-year-old 
tabloid  from  5,000 


Stephanie  Chang 

Access  Internet 
Magazine 


enough  to  use  the  Web  and  or¬ 
der  a  book  about  it,  but  they 
ordered  it  through  the  mail.” 

Viewng  this  development 
through  the  lens  of  his  many 
years  in  newspaper  publish¬ 
ing  —  prior  to  co-founding 
Access  Media  in  1998,  he  was 
president  of  Community 
Newspaper  Co.,  corporate 
parent  of  more  | 
than  100  daily 
and  nondaily  newspapers  in  Massa¬ 
chusetts  —  Veitch  concluded  that 
the  technology  that  takes  familiar 
forms  is  the  most  likely  to  be  adopt¬ 
ed:  “It’s  a  brand  new  magazine  with 
a  200-year-old  relationship  to  the 
reader.” 

Those  readers,  represented  in  the 
form  of  focus  groups,  helped  shape 
the  redesign.  For  example,  magazine 
staffers  initially  hoped  their  (supple¬ 
ment-size)  publication  would  remain 
in  the  living  room  for  a  week  or  so. 

They  were  surprised  to  find  that  read- 


guide 

TO  THE 

WEB 

I  n  n 


Seeing  the  sites 


president  and  creative  director  for  Roger  Black 
Consulting)  and  O’Connor  (a  photographer  and 
former  art  director  of  Mademoiselle,  Out,  and 
Art+Auction  magazines)  include  the  launches  of  a 
new  magazine  for  Yahoo!  called  E-shopper,  and, 
with  Michael  Jones  (another  Black  alum),  a  fit¬ 
ness/lifestyle  magazine  from  Men’s  Health  called 
MH-18  and  aimed  at  teens.  The  largest  coup,  how¬ 
ever,  will  be  revealed  mid-September,  when  Fahey, 
O’Connor,  and  Jones  launch  their  re- 
^  design  of  The  Boston  Globe. 

Their  mission  with  Access,  said  Fa¬ 
hey,  was  to  make  it  more  coherent  and 
reader-friendly.  “[H]ere  was  this 
magazine  about  the  Internet,  yet  there 
were  absolutely  no  visual  references  to 
that,”  she  observed.  “Our  challenge 
was  to  come  up  with  those  visual  ref¬ 
erences  which  were  not  cliched  and 
didn’t  hit  the  reader  over  the  head, 
and  we  did  that  consistently  through¬ 
out  the  publication.” 

They  made  navigating  it  easier  by 
organizing  pages  by  department  and 
differentiating  better  between  the 
front  of  the  book  and  the  feature 


ers  —  some  of  whom  had  saved  every  issue  —  were 
using  it  at  the  computer  and  asking  that  it  be  re¬ 
duced  to  8'/2  by  11  inches  and  stitched  so  it  could  be 
three-hole-punched  and  kept. 

Maryjane  Fahey  &  David  O’Connor  Editorial  De¬ 
sign  in  New  York  hatched  the  redesign,  aided  hy  Ac¬ 
cess  Art  Director  Mark  Gabrenya.  Other  joint 
ventures  involving  Fahey  (formerly  executive  vice 


Accessmagazine.com  makes  debut 


Accessmagazine 

.com  —  whose 
launch  today  was 
to  be  supported  by  ads 
placed  by  Dell  Computer 
Corp.,  Bristol-Myers 
Squibb,  Compaq  Factory 
Outlet,  and  Merck  &  Co., 
among  others  —  borrows 
its  print  sister's  patented 
“plain  language"  ap¬ 
proach,  clearly  defined 
sections,  and  easily  un¬ 
derstood  graphics  to 
guide  readers  through 
vast  troves  of  cyber  lore. 

“While  most  Internet- 
focused  sites  target  users 
with  highly  technical 
backgrounds  or  those 
with  financial  interests  in 
the  Internet,  Access- 


magazine.com  has  been 
developed  for  average 
users,  making  the  Web 
easier  to  use  and 
helping  them  un¬ 
derstand  how  and 
when  emerging 
technologies  will 
impact  their  lives," 
said  Larry  Sanders, 
the  site’s  senior 
vice  president  and 
publisher.  Sanders, 
formerly  vice  presi¬ 
dent  of  USA  Today  j 
and  general  manag-  ^ 
er  of  USAToday.com, 
joined  Accessmagazine- 
.com  this  year  with  re¬ 
sponsibility  for  developing 
the  site. 

A  visitor  to  Access- 


magazine.com  chooses 
the  newspaper  nearest 
his  or  her  ZIP  code  that 


carries  the  magazine, 
then  views  a  co-branded 
edition  of  the  Web  site 
that  links  to  that  paper’s 
content.  The  site  comple¬ 
ments  the  print  product 


with  more  original  con¬ 
tent,  including  Web  tips; 
Net  news  brought  up-to- 
date  throughout 
the  day;  longer 
Web  versions  of 
print  magazine 
stories;  and  an  “E- 
newsletter,”  a 
weekly  Net  news 
review  and  pre¬ 
view.  It  also  offers 
a  searchable  data¬ 
base  of  3,000 
Web  site  reviews, 
and  that  figure  is 
expected  to  reach  5,000 
by  year's  end,  with  the 
magazine  and  Web  site 
reviewing  50  to  70  sites 
weekly  between  them. 

—  Ellen  Liburt 


well.  They  added  a  table  of  contents  to  the  front  and 
an  entertainment  department  to  draw  a  younger 
audience.  They  used  more  white  space  and  had 
more  fun  with  the  art. 

The  result  is  a  streamlined,  lucidly  organized 
publication  that  makes  elegant  use  of  design  ele¬ 
ments  that  reference  the  Internet  —  and  gives  new 
hope  to  the  Web-challenged  masses.  Ill 
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CALENDAR 


AUGUST 

qiOAEJMCCon- 
U  IL  ference,  Associa- 1 
tion  for  Education  in  ! 
Journalism  and  Mass  ! 
Communications, 

Hyatt  Regency  | 

Phoenix,  Phoenix 

M  Mid-Atlantic 
NAME  Sum 
mer  Conference,  Mid-  j 
Atlantic  Newspaper 
Advertising  and  Mar¬ 
keting  Executives,  Hotel  | 
Roanoke,  Roanoke,  Va.  i 
j 

HNABJ  Conven-I 
tion.  National 
Association  of  Black 
Journalists,  Hyatt 
Regency  Phoenix, 
Phoenix 

lyiQ  Newspaper 
ll  lu Special  Sec¬ 
tions  Conference, 
Inland  Press  Associa-  i 


tion.  Hotel  Inter¬ 
Continental,  Chicago 

fl  11  _0SND  Annual  ! 
UU  L  Workshop  and 
Exhibition,  Society  for 
News  Design,  Min¬ 
neapolis  Hilton  and 
Towers,  Minneapolis  i 

SEPTEMBER  I 

M“Coldset  Is  j 
Hot,”  22nd  ' 
Annual  WPA  Coldset/ 
Nonheatset  Confer¬ 
ence,  Web  Printing  As¬ 
sociation,  Desert  Inn, 
Las  Vegas 

! 

IflIlGroup  Execu-  ’ 
lu  I4tives  Confer¬ 
ence,  Inland  Press 
Association,  University  [ 
Club,  Chicago  [ 

11  in  ACES  Fourth 
14  ID  Annual  Con¬ 
ference,  American  ' 


Copy  Editors  Society, 
Omni  Inner  Harbor 
Hotel,  Baltimore 

Msabew 

Fourth  Annual 
Technology  Report¬ 
ing  Conference, 
Society  of  American 
Business  Editors  and 
Writers,  Irvine  Hyatt, 
Irvine,  Calif. 

17_in“E&P”  Third 
if  I U  Annual  Online 
Classifieds  Sympo¬ 
sium,  Editor  £5?  Pub¬ 
lisher,  Hyatt  Regency, 
Monterey,  Calif. 

07NFC  Annual  Meet- 
Ll  ing.  Newspaper 
Features  Council,  Plaza 
Hotel,  New  York 


MAASFE  Annual 
Convention, 
American  Association  of 


Sunday  and  Feature 
Editors,  Plaza  Hotel, 
New  York 

OCTOBER 

Msabew 

Sixth  Annual 
Personal  Finance 
Conference,  Society 
of  American  Business 
Editors  and  Writers, 
Wyndham  Harbour 
Island  Hotel,  Tampa, 
Fla. 

NOVEMBER 

0  IIAAIND  Fall 
U  1 1  Conference, 
American  Association 
of  Independent  News 
Distributors,  Grand 
Summit  Resort,  Park 
City,  Utah 

NOTE:  To  list  events, 
please  fax  to  Calendar 
Editor  at  (646)  654- 
5370. 


ADDITIONAL  INFORMATION  ABOUT  THESE  AND  FUTURE  EVENTS  CAN  BE  FOUND  AT 

j  http://www.editorandpublisher.com/ephome/events/eventshtm/calendar2k.htm 

Giles  prepares  for  Nieman  post 


New  curator  overcame  opposition 


BY  BILL  KIRTZ 


SERENE  ABOUT 

union  objections 
and  committed  to 
increasing  newsroom 
diversity,  Robert  H. 
Giles  is  preparing  to 
take  over  journalism’s 
most  prestigious  fellow¬ 
ship  program. 

Giles  spoke  to  E^P 
from  his  bayfront  home 
in  Northport,  Mich., 

July  25  —  the  same  day 
that  Harvard  University 
President  Neil  L.  Ru- 
denstine  announced  his 
appointment  as  curator 


of  the  Nieman  Founda¬ 
tion,  which  supervises 
24  journalists’ yearlong 
studies  at  Harvard.  The 
new  curator,  senior  vice 
president  of  the  Free- 
I  dom  Fonim,  said  he 
i  hopes  to  build  on  prede- 
I  cessor  Bill  Kovach’s 
;  “wonderful  work,  and  to 
enable  [the]  Nieman 
‘  Foundation  to  be  an  in- 
:  creasingly  important 
i  voice  for  joumalism.” 

Giles,  who  will  as¬ 
sume  his  duties  this 
<  month,  is  philosophical 
about  opposition  to  his 
i  role  as  editor  and  pub¬ 


lisher  of  The  Detroit 
News  during  the  early 
stages  of  the  bitter  De¬ 
troit  new  spaper  labor 
dispute. 

Although  union  offi¬ 
cials  had  asked  Rudens- 
tine  to  reject  Giles 
because  he  was  in  their 
view  a  polarizing  figure, 
Giles  said,  “One  impor¬ 
tant  value  of  journalism 
is  free  e.xpression.  It’s 
very  important  that 
those  who  disagree  with 
me  be  able  to  express 
their  point  of  view,  and 
they  had  a  full  opportu¬ 
nity  to  do  so.  That’s  my 
only  comment.” 

Giles  also  said,  “It’s 


premature  to  say  exactly 
what  I  will  do”  as  Nie¬ 
man  curator.  “I  obvi¬ 
ously  don’t  know  the  ins 
and  outs  ...  There’s  cer¬ 
tainly  a  learning  phase 
1  in  a  new  job.”  But,  he 
added,  “Racial  diversity 
is  a  part  of  the  process 
of  elevating  standards 
of  joumalism.” 

Harvard’s  announce¬ 
ment  quoted  Kovach  as 
complimenting  his  suc¬ 
cessor’s  “solid  record ... 
i  in  his  work  as  president 
I  of  the  American  Society 
of  Newspaper  Editors 
and  as  the  director  of 
I  the  Freedom  Fomm 
Center  in  New  York.”  11 


circulation  five  years 
ago  to  28,000  today, 
and  from  a  page 
count  of  12  to  36  — 
will  become  president 
of  the  new  Paddock 
subsidiary. 

Reflejos  circulates 
in  Chicago’s  Fox 
Valley  suburbs.  “The 
new  company  will 
leverage  the  strength 
of  the  Daily  Herald 
in  the  suburbs  with 
Reflejos’  influence 
in  the  growing 
Latino  market,” 

Daily  Herald  Pub¬ 
lisher  Daniel  E. 
Baumann  said.  The 
Herald  is  the  second 
Chicago-area  daily  to 
publish  a  Spanish- 
language  paper.  The 
market  leader,  the 
Chicago  Tribune, 
created  the  weekly 
tab  Exito  in  1993. 

-  MARK  FITZGERALD 

GERMAN;  NEW 
VniAGSIC 

For  50  years,  the 
Frankfurter  Allge- 
meine  set  type  in 
standard  printed  Ger¬ 
man,  with  long  com¬ 
pound  nouns  and  a 
“B”  to  designate  a 
double  “s.”  Then  it 
tried  the  govern¬ 
ment's  new  style  for 
a  year.  But,  on  Tues¬ 
day,  it  resumed  the 
old  standard. 

The  paper’s  pub¬ 
lisher  said  the  reform 
failed  in  its  aims.  The 
German  Academy  for 
Language  and  Litera¬ 
ture  welcomed  the 
newspaper's  deci¬ 
sion.  And  The  Associ¬ 
ated  Press  reported 
90%  of  Germans  and 
many  publishers  ig¬ 
nore  the  new  rules. 

-  JIM  ROSENBERG 
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Dirks,  Van  Essen  &  Murray 


ALASKA 

Steve  Reed  to  managing  editor  of  the 
Juneau  Empire  from  editor  and  publisher 
of  the  weekly  Gunnison  (Colo.)  Country 
Times.  Reed  succeeds  Suzanne  Downing, 
now  editorial  page  editor  of  The  Augusta 
(Ga.)  Chronicle. 


ARIZONA 

Julie  Moreno  to  publisher  of  The  Yuma 
Daily  Sun  from  publisher  of  the  Clovis 
(N.M.)  News  Journal  and  parent  Free¬ 
dom  Communications  Inc.’s  New  Mexico 
group.  Moreno  succeeds  Sam  Pepper. 


BY  JAMIE  SANTO 


NEWSPEOPLE@EDITORANDPUBLISHER.COM 

OHIO 

Stephen  W.  Sullivan 

Sullivan,  president  and  publisher  of  the 
Corpus  Christi  (Texas)  Caller-Times,  has 
been  named  vice  president  of  newspaper 
operations  for  its  parent  E.W.  Scripps  Co. 
in  Cincinnati.  He  will  oversee  operations 
for  all  Scripps  papers  except  the  Denver 
Rocky  Mountain  News.  He  succeeds  JeflF 
Hively,  now  executive  vice  president  and 
chief  operating  officer  of  the  Denver  Newspaper  Agenqr,  the  busi¬ 
ness  arm  of  the  proposed  joint  operating  agreement  in  the  city. 


CALIFORNIA 
Scott  Faust  to  managing  editor  of  The 
Californian  in  Salinas  from  managing 
editor  of  the  Renx)  (Nev.)  Gazette-Journal. 
Faust  succeeds  Catharine  Hamm,  who 
resigned  in  October. 

Christy  Hoffknecht  to  features  editor  from 
assistant  news  editor. 


INDIANA 

Kimberly  Hefling  to  correspondent  for  The 
Associated  Press  in  Evansville  from 
correspondent  in  Pikeville,  Ky.  Hefling 
succeeds  James  Prichard,  now  AP 
correspondent  in  Grand  Rapids,  Mich. 


IOWA 

Mary  Steir  to  president  and  publisher  of  The 
Des  Moines  Register  from  publisher  of  the 
Rockford  (Ill.)  Register  Star.  Steir  succeeds 
Barbara  Henry.  (See  “Indiana”  box,  p.  15.) 


Scottsdale  Tribune 


Daily  Newi 


East  Willey  Tribuni 


xrbe  yuMA#t)AiL'y  sun 


KANSAS 

Michael  Hurd  to  publisher  of  The  Olathe 
Daily  News  from  director  of  Children’s 
Mercy  Hospital  in  Kansas  City,  Mo.  Hurd 
succeeds  Scott  Smith,  who  resigned. 


Freeway  to  fortune 


The  Thomson  Corporation 

has  agreed  to  sell  the 

East  Valley  (AZ)  Tribune 

(90,000  dally  circulation) 

Sun  City  (AZ)  Daily  News-Sun 

(20,000  dally  circulation) 

Yuma  (AZ)  Daily  Sun 

(19,500  daily  circulation) 
to 

Freedom  Communications,  Inc. 

We  are  proud  to  have  co-represented 
The  Thomson  Corporation  in  this  transaction, 


MICHIGAN 

Stephen  Lacy  to  director  of  the  School  of 
Journalism  at  Michigan  State  University 


Quinn 

to  publisher  from 
advertising  direc- 
j  tor  oi' The  Gadsen 
Times.  Quinn  succeeds  Roger 
Hawkins,  now  publisher  of  the 
Morning  Star  and  The  Sunday 
Star-News  in  Wilmington,  N.C. 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  5O5.82O.27OO  FAX:  505.82O.2gOO 
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•  Meets  budget 
every  year 


Keeps  busy  with 
19  grandkids 


Bruce  Smith,  Publisher  at  the  Herald  Journal,  Logan,  Utah 


For  the  secret  to  Bruce’s  longevity  and  success, 
check  out  our  company  web  site  at  pioneemewspapers,com 


Barbara 
Henry 

to  president  and 
publisher  of  The 
Indianapolis 
Star  from  president  and  pub¬ 
lisher  of  The  Des  Moines  (Iowa) 
Register.  Henry  succeeds  Dale 
Duncan,  now  a  general  execu¬ 
tive  in  parent  Gannett  Co,  Inc.’s 
newspaper  division. 
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MINNESOTA 

Steve  Ammerinann  to  publisher  and  general 
manager  of  the  West  Central  Tribune  in 
Wilmar  from  assistant  general  manager. 
He  succeeds  Steve  McLiSter,  now  general 
manager  of  the  Forum  in  Fargo,  N.D. 


NEW  YORK 

Ken  Frydnian  to  vice  president  and  director 
of  communications  at  the  New  York 
Daily  News  from  senior  vice  president  for 
New  York  affairs  at  Edelman  Public 
Relations  Worldwide.  Frydman  succeeds 
Adrienne  Rhodes,  who  resigned  to  nm  for  a 
seat  in  the  U.S.  House  of  Representatives. 


Carol  Deegan  to  the  newly  created  position 
of  celebrity  editor  for  The  Associated  Press 
in  New  York  from  special  features  editor. 
Norm  Goldstein  to  special  features  editor 
from  director  of  APNewsfeatures  special 
projects  and  AP  “Stylebook”  editor. 


NEVADA 

John  M.  Zidich  to  president  and  publisher 
of  the  Reno  Gazette-Journal  from  direc¬ 
tor  of  sales.  Zidich  succeeds  Susan  Clark- 
Johnson.  (See  “Arizona”  box,  right.) 


NORTH  DAKOTA 
Jim  Eykyn  to  publisher  of  the  Minot  Daily 
News  from  publisher  of  The  Daily  Press  in 
Escanaba,  Mich.  Eykyn  succeeds  Steve 
Baker,  who  will  be  reassigned. 

Bryan  Obenchain  to  editor  from  business 
editor  and  design  editor.  Obenchain  suc¬ 
ceeds  Jay  Johnson,  now  opinion  page  editor. 


in  East  Lansing.  Lacy  had  served  as  acting 
director  for  the  past  two  years. 


OHIO 

Del  Varney  to  the  newly  created  position  of 
vice  president  of  production  operations  at 
The  Columbus  Dispatch  from  production 
director. 


TEXAS 

Larry  L.  Rose  to  president  and  publisher  of 
the  Corpus  Christi  Caller-Times  from 
executive  vice  president  and  editor.  Rose 
succeeds  Stephen  W.  Sullivan.  (See  “Ohio” 
box,  p.  14.) 


VIRGINIA 

Bruce  Dewar  to  vice  president  of  advertis¬ 
ing  operations  and  administration  for 
USA  Today  in  Arlington  from  director  of 
advertising  operations.  Dewar  succeeds 
Jack  Dickman,  who  retired  last  year. 


WASHINGTON 
Ken  Hatch  to  vice  president  and  general 
manager  of  Rotary  Offset  Press  in  Kent,  a 
subsidiaiy  of  the  Seattle  Times  Co.,  from 
technology  and  financial  manager  of  the 
Walla  Walla  (Wash.)  Union-Bulletin. 


(S.D.)  Courier,  elected  president  of  the  In¬ 
ternational  Society  of  Weekly  Newspaper 
Editors.  Waltner  succeeds  Elliott  Froireich, 
publisher  of  the  West  Valley  View  in 
Litchfield  Park,  Ariz.,  now  past  president. 
Bill  Haupt,  co-publisher  of  The  Lodi  (Wis.) 
Enterprise,  elected  vice  president. 


ARIZONA 

Susan 
Clark- 
Johnson 

to  chairman  and 
CEO  of  Phoenix 
Newspapers  Inc.,  which  pub¬ 
lishes  The  Arizona  Republic, 
from  president  and  publisher  of 
the  Reno  (Nev.)  Gazette-Journal. 
She  will  remain  senior  group 
president  of  Gannett  Co.  Inc.’s 
Pacific  Newspaper  Group. 


ASSOCIATIONS 

Tim  L.  Waltner,  publisher  of  The  Freeman 


iip.nry:  the  Indianapolis  star/frank  espich 


Memorial  Award  for 
major  achievement  to 
Sandra  Kimberley  Hall, 
former  library  director, 
Arizona  Daily  Star,  Tuc¬ 
son;  the  Agnes  Henebrv 
Roll  of  Honor  Aw  ard  to 


Robert  H.  Jansen,  library 
director,  Minneapolis  Star 
Tribune,  and  Linda  Hen¬ 
derson,  library. director. 
The  Providence  (R.l.) 
Journal;  and  the  Ralph 
J.  Shoemaker  Aw  ard  of 


Merit  to  Virginia  Everett, 
director  of  information  - 
services,  Atlanta  Journal- 
Constitution. 


named  Dolph  Tillotson, 
president  and  publisher  of 
The  Galveston  County 
Daily  News,  recipient  of 
the  2000  James  Madi¬ 
son  Award,  to  be  pre¬ 
sented  Sept.  22  in  Austin. 


The  Special  Libraries  As¬ 
sociation  presented  three 
a\«ards  honoring  newspa¬ 
per  librarians:  the 
Joseph  F.  Kw  apil 


The  Freedom  of  Informa¬ 
tion  Foundation  of  Texas 


OBITUARIES 


Diego  Evening  Trib¬ 
une,  Bluhm  joined  the 
Los  Angeles  Times  as  a 
news  editor  in  I960. 

In  1968,  he  was  pro¬ 
moted  to  night  execu¬ 
tive  news  editor,  a 
position  he  held  until 
his  retirement  in  1986. 


“Fleck,”  served  the 
Democrat  for  40 
years,  starting  as 
sports  editor  in  1952 
at  what  was  then  the 
Fort  Madison  Evening 
Democrat.  He  was 
named  city  editor  and 
was  later  promoted  to 
editor.  “Fleck,”  who 
wrote  stories,  editori¬ 
als,  and  a  weekly 
“Focus  on  the  Fort” 
column,  served  as  edi¬ 
tor  until  1985,  when 
he  was  named  execu¬ 
tive  editor.  He  retired 
in  1992. 


John  Husar 

63,  Died  July  20 

CHICAGO  TRIBUNE  OUTDOORS  COLUMNIST 


x^bigger  curiosity,  Husar,  who 

For  more  than  30  years,  Husar  wBI  J 

gleefully  covered  the  outdoors, 

the  Olympics,  and  a  host  of  other  assignments.  A  6-foot-5  Chicago  native, 
Husar  was  a  football  lineman  for  the  University  of  Kansas  before  joining 
the  Tribune's  sports  copy  desk  in  1965.  One  of  his  first  .stories  arose  via  a 
tip  about  Richard  Speck,  who  murdered  eight  student  nurses.  Still  at  the 
copy  desk,  Husar  investigated  and  wrote  a  front-page  .story.  While  his 
simple  yet  passionate  writing  would  become  well-known,  he  would  never 
be  known  for  being  at  a  desk.  Whether  on  an  8,000-mile  trek  through 
Canada’s  Northwest  Territories  with  the  Tribune’s  then-Publisher 
Stanton  Cook  or  at  some  snowy  outpost  of  a  Winter  Olympic  village, 
Husar  found  his  .stories  mostly  by  caring  enough  to  seek  them  out. 

Husar  wrote  frequently  about  his  disease.  “He  wanted  to  encourage 
other  people  to  understand  what  hepatitis  C  is,”  said  his  daughter, 

Laura,  a  Tribune  photo  editor,  and  hoped  that  “maybe  more  people 
would  come  forth  and  become  organ  donors.” 


Donald  P.  Davis 

52,  Died  July  22 
ADMINISTRATIVE  EDITOR  FOR 
THE  READING  (PA.)  EAGLE  AND 
THE  READING  TIMES 


Davis,  who  joined 
the  Reading  pa¬ 
pers  in  1990,  died  of 
cancer.  He  served  as 
features  editor  and 
news  editor  before  be¬ 
ing  named  administra¬ 
tive  editor  in  1994.  In 
addition  to  administra¬ 
tive  duties,  Davis  devel¬ 
oped  special  reader 
projects  and  oversaw 
daily  content.  Davis 
previously  worked  for 
the  Pottsville  Republi¬ 
can,  the  UniontowTi 
Herald-Standard,  and 
ITie  Intelligencer  in 
Doylestown.  He  was 
a  member  of  the 
Pennsylvania  Society  of 
Newspaper  Editors 
and  a  former  mem¬ 
ber  of  its  board  of 
directors. 


Billie  Cheney 
Speed 

73,  Died  July  22 
PIONEERING  FEMALE  SPORTS 
WRITER  AND  RETIRED  RELI¬ 
GION  EDITOR  FOR  THE  ATLANTA 
JOURNAL-CONSTITUTION 


SPEED,  ONE  OF  THE 
first  women  to 
cover  sports  for  a 
major  American 
newspaper,  got  her 
first  full-time  newspa¬ 
per  job  in  1944,  cover¬ 
ing  sports  for  The 
Birmingham  (Ala.) 
News.  She  joined  the 
Atlanta  Journal  in 
1947  as  a  sports  re¬ 
porter,  and  in  1951 
was  named  religion 
editor,  a  position  she 
retained  after  the 
Journal  and  the 
Atlanta  Constitution 
merged.  Excluding  a 
12-year  hiatus  to  raise 
her  children.  Speed 
held  the  position  until 
she  retired  in  1989. 


Lenny  Anderson 

79,  Died  July  23 
longtime  SEATTLE  REPORTER 
AND  SPORTS  WRITER 


Willard  M.J. 
Baird 

84,  Died  July  26 
LONGTIME  MICHIGAN  CAPITOL 
CORRESPONDENT 


during  the  mid-1950s, 
was  inducted  into  the 
Michigan  Journalism 
Hall  of  Fame  in  1990. 


Anderson,  who 
spent  53  years  as  a 
reporter  mostly  cover¬ 
ing  sports,  began  writ¬ 
ing  at  age  20  for  his 
hometown  paper,  the 
News-Tribune  in  Taco¬ 
ma,  Wash.  Upon  re¬ 
turning  from  U.S. 

Army  service  in  W’orld 
War  II,  Anderson 
joined  The  Seattle 
Times,  where  he  spent 
22  years  as  a  reporter 
before  being  hired  to 
cover  sports  for  the 
cross-town  Seattle  Post- 
Intelligencer. 


Albert  B.  Bluhm 

83,  Died  July  13 
RETIRED  LOS  ANGELES  TIMES 
EXECUTIVE  NEWS  EDITOR 

Following  U.S. 

Army  service  in 
World  War  II,  Bluhm 
became  state  editor  of 
the  Decatur  (Ill.)  Her¬ 
ald,  and  later  worked 
as  a  news  and  copy  ed¬ 
itor  at  the  Arizona 
Daily  Star  in  Tucson. 
After  serving  as  execu¬ 
tive  news  editor  at  the 
San  Diego  Union  and 
later  for  its  sibling  San 


Baird  spent  27 
years  covering 
Michigan  politics  in 
Lansing  as  a  reporter 
for  The  Lansing  State 
Journal  and  a  capital 
correspondent  for  par¬ 
ent  Federated  Publica¬ 
tions  Inc.  He  later 
became  bureau  chief 
for  Gannett  News  Ser¬ 
vice  when  Federated 
and  Gannett  merged  in 
1971.  Baird,  who  also 
served  as  managing  ed¬ 
itor  of  the  now-defonct 
Grand  Rapids  Herald 


Richard 

Fleckenstein 

71,  Died  July  29 

FORMER  EDITOR  OF  THE  DAILY 
DEMOCRAT  IN  FORT  MADISON. 
IOWA 


ILECKENSTEIN, 

known  to  most  as 


EDITOR&  publisher 


www.editorandpublisher.com 


EDITORS 

PUBLISHER 


EDITOR-IN-CHIEF  Sidney  Holt 
GROUP  EDITOR  William  F  Gloede 


EXECUTIVE  EDITOR 
FEATURES  EDITOR 
MANAGING  EDITOR 
E&P  ONLINE  EDITOR 

EDITOR  AT  LARGE 
SENIOR  EDITORS 

ASSOCIATE  EDITORS 


WEST  COAST  EDITOR 
WASHINGTON  EDITOR 
REPORTERS 

CONTRIBUTING  EDITOR 
COPY  CHIEF 


Steve  Yahn 

Greg  Mitchell 

J.J.  McGrath 

Carl  Sullivan 

Karim  Mostafa,  Assoc. 

Mark  Fitzgerald  (773)  792-3512 

DaveAstor 

Jim  Rosenberg 

Lucia  Moses 

Joe  Nicholson 

Joe  Strupp 

Wayne  Robins 

Joel  Davis  (916)  837-7219 

Todd  Shields  (202)  833-2551 

Ellen  Liburt 

Jamie  Santo 

Allan  Wolper  (212)  663-6614 

Sally  Blanchard 


EDITOR  EMERITUS  Robert  U.  Brown 

ART/DESIGN  DIRECTOR  Reiko  Matsuo 
ASSISTANT  ART  DIRECTOR  Dorothy  Szemiot 
PHOTO  EDITOR  Sally  Sawadogo 


VICE  PRESIDENT,  PUBLISHER  Dennis  ONeill 
ASSOCIATE  Betsy  Maloney 
ADVERTISING  DIRECTOR  (301)  656-5712 
ADVERTISING  SALES  MANAGER  M.  Eileen  Long 

REGIONAL  ADVERTISING  MANAGERS 
EAST/CANADA  Howa  rd  E.  Flood 
WEST/CANAOA  Jill  Martin  (831)  625-6902 

MIDWEST  Derek  Hamilton  (312)  583-5522 

PRODUCTION  Louis  Seeger 

Adeline  Cippoletti 
Elise  Echevarneta 
Alison  Hamilton 
Siobhan  Treanor 
CLASSIFIED  PRODUCTION  Michele  DeRoche 

CLASSIFIED  Harold  Itzkowitz 
ADVERTISING  PUBLISHER  1  (888)  825-9149 

ACCOUNT  MGRS  Michele  Appello 
Hazel  Preuss 

CIRCULATION  DIRECTOR  Mary  Barnes 

MIS  DIRECTOR  Ian  E.  Anderson 
PROMOTIONS  Denniston  Brofwn,  Asst. 

Adweek  Magazines 


VICE  PRESIDENT/ 
CREATIVE  DIRECTOR 
Wally  Lawrence 

VICE  PREStOENT/MARKETING 
Mary  Beth  Johnston 

SENIOR  VICE  PRESIDENT/ 
GENERAL  MANAGER 

Louis  Isidora 


SENIOR  VICE  PRESIDENT/ 
MARKETING 
Kenneth  Marks 
EXECUTIVE  VP/ 
EDITOR-IN-CHIEF 
Sidney  Holt 
EXECUTIVE  VP/ 
GROUP  PUBLISHER 
Michael  E.  Parker 


PRESIDENT 

Mark  A.  Dacey 

BPI  COMMUNICATIONS 

PRESIDENT  &  CEO 
John  Babcock,  Jr. 

EXECUTIVE  VP:  Mark  A.  Dacey,  Robert  J.  Dowling,  Howard 
Lander  SENIOR  VP:  Paul  Curran,  AnneHaire, 
Rosalee  Lovett,  Craig  Reiss 
VICE  PRESIDENT:  Glenn  Heffeman 

VNU  BUSINESS  MEDIA 

PRESIDENT  &  CEO 
John  Wickersham 


www.editorandpublisher.com 


EDITORIALS^ 

IT'S  PET.  TOO  HUIET 

With  almost  every  American  worker  a  stockholder,  and  Internet 
hype  abounding,  the  SEC’s  'quiet  period’  doesn’t  work  anymore 


IN  MANY  WAYS,  THERE’S  NO  BETTER 

example  of  government  “Sunshine 
laws”  than  the  regulations  the 
Securities  and  Exchange  Commis¬ 
sion  (SEC)  imposes  on  an  initial  public 
offering  (IPO)  of  stock.  Before  companies 
can  take  an  IPO  to  market,  they  must  first 
issue  a  prospectus  spelling  out  their  busi¬ 
ness  plan  —  and  their  chances  of  success 
—  in  often  excruciating  detail.  Typically, 
IPO  prospectuses  throw  up  so  many  red 
flags  to  investors,  it’s  a  wonder  companies 
ever  raise  a  dime. 

Fledgling  firms,  especially 
dot-coms  arriving  too  late  to  Stock  r 
the  orgy  with  squirrelly/>TO  . 

forma  papers  and  shaky  lllV  0SIO 

prospects,  no  doubt  cringe  hCflF 

at  documenting  their  many  ,  _ 

flaws,  but  this  SEC-mandat-  UllOrni 
ed  transparency  has  proven  fx*OTll  !*( 

one  of  the  best  guarantors 
of  open  and  free  markets.  SOllFCCJ 

If  the  SEC  were  forced  to 
issue  its  own  prospectus  on  securities  law, 
however,  it  would  have  to  note  that  while 
the  commission  scrupulously  observes  and 
enforces  the  letter  of  its  rules  it  has  failed 
to  grasp  the  spirit  of  “Sunshine  laws.”  The 
movement  is  motivated  by  a  simple 
philosophy:  The  more  free  speech,  the 
better.  Truth,  given  the  chance  to  express 
itself  robustly,  will  always  trump  lies, 
half-lies,  and  hype. 

It’s  a  philosophy  at  odds  with  one  of  the 
SEC’s  oldest  —  and,  it  must  be  said,  best- 
intentioned  —  practices,  the  so-called 
“quiet  period.”  In  the  weeks  and  days  be¬ 
fore  a  formal  stock  offering  or  IPO,  a  com¬ 
pany  generally  cannot  comment  publicly 
or  disclose  information  except  through  its 
prospectus.  In  practice,  companies,  and 


Stock  market 
investors  need 
to  hear  truthfhl 
information 
from  reliable 
sources. 


the  analysts  for  investment  bankers 
underwriting  their  offerings,  simply  stop 
talking  to  the  press.  This  spring,  for 
instance.  Tribune  Co.  and  Times  Mirror 
Co.  even  barred  reporters  from  the  special 
stockholder  meetings  that  approved  their 
$  8-billion  deal  for  fear  the  presence  of  the 
press  would  violate  the  quiet  period. 

There’s  good  reason  to  worry"  Just  last 
year,  the  SEC  forced  high-flying  Webvan 
to  delay  its  IPO  for  a  cooling-off  period 
after  the  Internet  grocery'  shopping  service 
attracted  some  positive  press. 

The  problem  these  days 
irket  ^  nothing  can  shut  up 

j  the  hundreds  of  chat 

»  nCCQ  rooms  and  Web  sites 

dedicated  to  sniffing  out, 

.  or  crushing,  hot  IPOs.  The 

tlOll  whole  point  of  these  sites  is 

I  ^  to  chum  out  information 

with  little  regard  to  its 
tmth  —  or  even  its  prove¬ 
nance.  And  while  compa¬ 
nies  cannot  respond  in  those  fomms  or  the 
business  press,  the  SEC  is  bending  its  quiet- 
period  mle  to  allow  executives  to  speak 
somewhat  freely  about  their  IPOs  at  closed 
meetings  of  institutional  inv'estors. 

It  all  amounts  to  an  unsatisfactory' 
situation  that  shuts  out  not  just  the  press 
but  millions  of  little  investors  —  who,  with 
their  small  holdings,  mutual  funds,  and 
401(k)  plans  —  have  been  the  motor  of  this 
still-remarkable  stock  market.  Those  in¬ 
vestors  need  to  hear  tmthftil  information 
from  reliable  sources.  Surely,  the  SEC  can 
devise  ways  to  punish  those  companies 
whose  llth-hour  hype  misleads  investors 
—  without  forcing  the  great  majority  to 
take  a  vow  of  silence  at  the  most  crucial 
period  in  their  business  development. 
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Bo  B  1 

pla.gia.rize  -  v  -  To  take  ideas, 
writings,  etc.,  fi’om  another  and 
pass  them  off  as  one’s  own. 

—  Webster’s  New  World  Dictionary 


BY  JOE  STRUPP 


After  three  months  research- 
ing  urban  renewal,  the  Pittsburgh 
Post-Gazette  thought  it  had  hit  one 
out  of  the  park.  The  five-part  series 
it  ran  in  May  touched  all  the  bases, 
offering  an  unprecedented  look  at  the  city’s  long 
and  winding  redevelopment  past  with  stories 
ranging  from  historic  land  battles  to  the  contro¬ 
versial  use  of  eminent  domain. 

But  not  all  those  who  read  it  were  so  admiring. 
Franklin  Toker,  a  University  of  Pittsburgh  profes¬ 
sor  and  author  of  “Pittsburgh:  An  Urban  Por¬ 
trait,”  took  exception  to  — ^ — 
portions  of  the  series  writ- 
ten  by  reporter  Dan  Fitz-  S 
included 


Patrick 

information  culled  from 
his  book.  A  week  after  the 
final  installment  ran,  Tok¬ 
er  complained  to  editors 
that  he  had  not  been  given 
full  credit  for  his  contri¬ 
bution.  Following  several 
discussions  among  Fitzpat¬ 
rick,  Toker,  and  Post-Gazette  Editor  John  Craig, 
the  author  agreed  to  back  off  his  demand  alter  the 
reporter  explained  that  he’d  used  several  books 
for  his  research.  Still,  the  incident  made  a  lasting 
impression  on  both  Fitzpatrick  and  Craig,  who 
say  they’ve  become  more  careful  about  attribution 
ever  since.  “I  still  feel  it  was  my  language,  not  his,” 
Fitzpatrick  says.  “But,  given  the  reaction,  I  will  at- 


taltft 


Going  by  the  book? 
Pittsburgh  reporter  Dan 
Fitzpatrick  found  himself 
under  fire  from  local  author. 
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Flogging  on 

Over  a  recent  25-day  span,  four  daily 
newspapers  besides  the  Globe  revealed 
that  writers  had  taken  portions  of  stories 
and  columns  from  other  publications. 
While  none  of  them  resulted  in  any 
suspensions  or  firings,  each  included  a 
public  admission  by  the  paper,  with  at 
least  two  providing  lengthy  explanations 
in  column  form. 

The  incidents  are  unusual  not  only 
for  their  frequency,  observers  say,  but 
also  for  the  very  open  way  the  actions  were 
handled. 

“We  are  being  much  more  public  about 
it,”  says  Kyle  Niederpruem,  president  of  the 
Society  of  Professional  Journalists  and  an 
associate  editor  at  The  Indianapolis  Star. 
“Employers  are  much  more  willing  to  con¬ 
duct  a  public  flogging.” 

The  questionable  stories,  which  ran 


publications.  When  the  lifted  elements 
were  discovered.  New  York  Times  editors 
published  a  note  explaining  the  incident  to 
readers,  but  they  will  not  say  what,  if  any, 
action  was  taken  against  Martin. 

•  A  piece  on  conservative  activist 
James  Dobson  by  columnist  Warren  Ep¬ 
stein  of  The  Gazette  in  Colorado  Springs, 
Colo.,  that  resembled  a  previous  story  on 
Salon.com.  After  Salon  writer  Kerry  Lauer- 
man  complained  to  The  Gazette,  Epstein 
added  a  short  tag  to  a  later  column  ex¬ 
plaining  that  his  column  was  a  “follow-up” 
to  the  Salon  story.  No  action  was  taken 
against  Epstein. 

•  A  piece  by  sports  columnist  Kathleen 
Nelson  of  the  St.  Louis  Post-Dispatch  on 
the  dangers  of  having  youngsters  focus  on 
one  sport  at  a  young  age,  which  included 
two  quotes  and  “some  phrasing”  from  an 
Associated  Press  story,  but  lacked  AP  attri- 


tribute  that  kind  of  research  in  the  future.” 
The  Pittsburgh  incident  is  typical  of  the 
close  scrutiny  newspapers  have  undergone 
in  recent  weeks  as  media  watchdogs,  and 
editors  and  publishers,  take  a  more  critical 
view  of  how  reporters  use  ideas  and  infor¬ 
mation  from  sources,  and,  in  some  cases, 
out-and-out  plagiarize. 

From  trivial  arguments  over  placement 
of  wire-service  credit  to  serious  allegations 
of  stealing  from  the  Internet,  the  debate 
over  what  constitutes  plagiarism  has  snow¬ 
balled  in  the  past  month.  Sparked  by  the 
case  of  Boston  Globe  columnist  Jeff  Jacoby, 
who  received  a  four-month  suspension  for 
a  piece  on  signers  of  the  Declaration  of 
Independence  that  resembled  a  widely- 
circulated  e-mail,  and  fueled  by  a  string  of 
milder  incidents  from  Colorado  to  New 
York,  arguments  over  how  much  attribu¬ 
tion  stories  should  have  —  and  whether 


“It  was  clearly  a  mistake  not  adding  a 
line  to  the  column  to  make  it  clear  that 
I  was  not  the  first  to  tell  this  story.  But 
this  is  a  case  of  going  too  far.” 

Jeff  Jacoby 

w  columnist,  The  Boston  Globe 


“There  is  a  form 
I^Hjf  of  McCarthyism 
in  this.” 

Mike  Barnicle 

New  York  Daz/y/Veivs 

Employers  are  much  more  ^ 

_ _ I _ ■  _  _ ^ 


“There  is  no  acceptable 
level  of  stealing 
anyone’s  prose.” 

Bill  Keller 
managing  editor 
The  New  York  Times 


willing  to  conduct  a  public 
flogging.” 

Kyle  Niederpruem 

president 

Society  of  Professional  Journalists 


plagiarism  is  increasing  —  have  grown. 

“I  think  newspapers  are  making  a 
statement  about  maintaining  really  high 
standards,”  Elissa  Papirno,  president  of 
the  Organization  of  News  Ombudsmen 
and  a  reader  representative  at  The  Hart¬ 
ford  (Conn.)  Courant,  says  about  the 
growing  attention  to  copycat  incidents. 

“It  seems  pretty  basic.  You  don’t  take 
something  that  is  someone  else’s  and 
claim  it  as  your  own.” 

But  Mike  Barnicle,  the  former  Globe 
columnist  who  was  forced  to  resign  two  years 
ago  for  alleged  plagiarism,  says  the  focus  on 
attribution  and  sourcing  has  gotten  out  of 
control.  “There  is  a  form  of  McCarthyism  in 
this,”  says  Barnicle,  who  now  writes  for 
the  New  York  Daily  News  and  comments 
regularly  for  several  broadcast  outlets.  “It 
gets  me  exhausted  just  thinking  about  it.” 


between  June  20  and  July  14,  were: 

•  A  prominent  article  by  Sports  Editor 
Mitcbell  Krugel  of  the  San  Antonio 
Express-News  on  golfer  Tiger  Woods  that 
contained  several  paragraphs  lifted  from  a 
story  previously  published  in  the  Fort 
Worth  (Texas)  Star-Telegram.  While 
Krugel  was  not  suspended,  he  received  a 
letter  of  reprimand  and  wrote  a  column 
explaining  the  incident  to  readers. 
Express-News  Editor  Robert  Rivard  also 
detailed  the  events  in  a  special  column 
announcing  that  a  newsroom  committee 
would  be  formed  to  review  the  paper’s 
attribution  policies. 

•  A  1,000-word  obituary  in  The  New 
York  Times  by  writer  Douglas  Martin  on 
British  World  War  II  intelligence  hero  Vera 
Atkins  that  contained  five  passages  taken 
from  The  Times  of  London  and  other  British 


bution.  The  paper  printed  a  clarification 
four  days  later  and  a  lengthy  column  on 
July  23  by  reader  representative  Carolyn 
Kingcade  that  called  the  incident  an 
“ethical  error.”  Martin,  a  15-year  Post- 
Dispatch  veteran,  received  no  formal 
punishment. 

The  Boston  Massacre 

Far  and  away  the  most  celebrated  case 
involves  Jacoby,  the  41-year-old  Globe 
scribe  who  has  penned  an  openly  conserva¬ 
tive  column  for  the  liberal-leaning  paper 
since  1994.  A  former  attorney,  political 
adviser,  and  one-time  editorial  writer  at 
the  rival  Boston  Herald,  Jacoby  got  into  hot 
water  for  a  July  3  piece  depicting  the  tough 
times  and  sacrifices  of  the  56  signers  of  the 
Declaration  of  Independence. 

Within  hours  of  the  Jacoby  column  hit- 
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ting  the  streets,  Globe  editors  say  the  paper  i 
received  numerous  inquiries  from  readers  i 
noticing  similarities  between  Jacoby’s  i 
work,  a  previous  essay  by  Paul  Harvey,  and  j 
an  anonymously  authored  e-mail  message  | 
floating  around  the  Internet.  Three  days  j 
later,  the  paper  ran  an  editor’s  note  that  j 
said,  “Jacoby  should  have  alerted  readers  i 
that  the  concept  and  structure ...  were  not 
entirely  original.”  I 

After  further  discussions  with  Jacoby,  [ 
who  admitted  getting  the  idea  from  the  I 
Harvey  essay,  but  said  he’d  done  his  own  I 
fact-checking  and  had  not  seen  the  Inter-  j 
net  version  until  after  his  story  had  been  i 
submitted,  editors  suspended  him  July  7, 
with  orders  not  to  return  for  four  months. 

“We  cannot  look  the  other  way  if  any  of 
our  columnists,  reporters,  or  writers  bor-  | 
row  without  attribution  from  other  works, 
even  in  an  attempt  to  improve  upon  it,”  ! 


The  ‘Globe’  spins 

Since  his  suspension,  Jacoby’s  alleged 
crime  and  the  ensuing  punishment  have 
become  a  hot  topic  among  both  media 
junkies  and  mainstream  reporters.  From 
the  San  Francisco  Examiner  to  U.S.  News 
^  World  Report,  questions  about  whether 
he  committed  plagiarism,  and  what  kind  of 
penalty  should  have  been  handed  dovm, 
are  still  being  raised  with  a  wide  variety  of 
opinion.  At  the  same  time,  Jacoby  contin¬ 
ues  to  defend  his  actions  on  CNN,  local 
radio  and  TV  stations,  and  through  publi¬ 
cations  ranging  from  Salon.com  to  The 
Wall  Street  Journal. 

Globe  editors  also  have  not  backed  down 
in  the  face  of  criticism  that  Jacoby’s  penalty 
is  too  severe.  Since  his  suspension  began, 
the  newspaper  has  published  no  fewer  than 
four  stories  related  to  the  incident,  includ¬ 
ing  a  slam  by  Ombudsman  Jack  Thomas 


I  out  because  of  the  Barnicle  and  Smith 
1  incidents,”  says  Dan  Kennedy,  a  media 
j  writer  at  the  alternative  Boston  Phoenix, 

\  who  has  written  several  pro- Jacoby 
articles.  “They  decided  they  were  going 
to  act  very,  very  harshly.” 

1  Loth  admits  she  disagrees  with  many  of 
Jacoby’s  ideological  opinions,  but  says  his 
conservative  stance  had  nothing  to  do  with 
:  the  suspension,  and  she  rejects  accusations 
I  that  the  paper  overreacted  because  of  past 
I  incidents.  “I  really  tried  to  look  at  this  case 
independent  of  the  history  here,”  she  says. 
“I  sleep  well  at  night  over  it.  I  can  live  with 
this  decision.” 

!  As  the  suspension  continues,  Jacoby 
has  yet  to  take  any  formal  legal  action 
against  the  paper  or  file  an  official  griev- 
I  ance  through  the  local  chapter  of  The 
Newspaper  Guild.  He  says  he  has 
retained  an  attorney,  but  has  not  decided 


“There  is  a  failure  in  the 
newsroom  to  have  purposeful 
conversations  in  this  area.” 

Bob  Steele 

^  director  of  ethics  program 

Poynter  Institute 


“Premeditated  plagiarism  is  a 
felony  and  a  fireable  offense. 

But  there  are  other  degrees  of 
nonattribution.” 

Robert  Rivard 

editor,  San  Antonio  Express-News 


“It’s  good  to  keep  people 
honest,  but  you  can  go 
too  far.” 

Warren  Epstein 

w  columnist,  Colorado  Springs  Gazette 


“The  electronic  era  has  A 
made  it  easier  for  reporters 
to  lose  sight  of  what  is  their 
material  and  what  they  got 
somewhere  else.” 

John  Temple 

editor,  Denver  Rocky  Mountain  News 


Globe  Publisher  Richard  H.  Gilman  told 
readers  in  a  July  8  story  about  Jacoby’s  sus¬ 
pension  [Gilman  declined  comment  to 
E&P.^  Renee  Loth,  a  longtime  Globe  em¬ 
ployee  who  took  over  the  editorial  page  just 
two  months  earlier,  defended  the  punish¬ 
ment  as  “a  proportionate  response.” 

Jacoby,  who  has  spent  the  time  since  he 
left  the  Globe  newsroom  handling  re- 
a  porters’  phone  calls  and  caring  for  his  3- 
^  year-old  son,  says  he  remains  shocked  at 
2  such  a  harsh  punishment  for  what  he  con- 
g  siders  merely  an  oversight.  “The  more  I  re- 
^  fleet  on  it,  the  more  astounding  it  is  that 
g  the  Globe  would  so  overreact,”  Jacoby  says 
5:  by  phone  from  his  home  in  Brookline, 
i  Mass.  “It  was  clearly  a  mistake  not  adding 
*  a  line  to  the  column  to  make  it  clear  that  I 
“  i  was  not  the  first  to  tell  this  story.  But  this  is 
a  case  of  going  too  far.” 


that  called  the  debacle  a  “public-relations 
nightmare”  and  said  Jacoby  “is  lucky  be 
wasn’t  fired.”  In  a  further  attempt  to  de¬ 
fend  its  actions,  the  Globe  published  a  line- 
by-line  comparison  July  27  of  Jacoby’s 
column  with  Harvey’s  essay  in  a  break-out 
box  that  cited  several  instances  of  exact  or 
similar  wording. 

Some  critics  of  the  suspension,  both  in¬ 
side  and  outside  the  Globe,  have  charged 
the  stiff  punishment  is  a  reaction  to  Jaco¬ 
by’s  bard-right  stance  on  many  issues  in  his 
column,  while  another  faction  claims  the 
paper  wanted  to  avoid  looking  soft  on 
ethics  just  two  years  after  Barnicle  and 
columnist  Patricia  Smith  gave  the  Globe  a 
pair  of  black  eyes  for  alleged  plagiarism 
and  fabrication  that  led  to  both  writers’ 
departures. 

“I  think  Jacoby  ended  up  being  singled 


if  he  will  do  more  to  respond.  “Ideally,  I’d 
like  to  be  back  at  my  [Globe'S  desk  next 
week,”  he  says. 

Fit  to  be  hog-tied? 

While  Boston  media  hounds  await  the 
outcome  of  that  city’s  latest  newspaper  up¬ 
roar,  Jacoby’s  column  —  and  the  slew  of 
similar  incidents  that  followed  —  have  cre¬ 
ated  a  firestorm  of  debate  over  exactly  how 
newspapers  should  handle  the  problem  of 
alleged  plagiarism.  From  demands  that 
anyone  lifting  items  appearing  in  another 
paper  be  fired  to  claims  that  critics  are 
wildly  overreacting  to  long-accepted  prac¬ 
tices  of  fudged  attribution,  the  battle  over 
how  to  make  sure  reporters  are  honest  in 
their  sourcing  —  without  hog-tying  their 
creative  freedom  —  has  never  been  greater. 

“It’s  part  of  the  whole  effort  to  make 
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newspapers  more  credible,”  says  Leo 
Wolinsky,  executive  editor  of  the  Los 
Angeles  Times,  who  cited  recent  surveys 
indicating  that  newspapers  have  suffered  a 
decline  in  credibility  among  readers. 
“Newspapers  are  cracking  dowm  more, 
but  I  don’t  know  if  reporters  are  getting 
sloppier  or  lazier.” 

John  V.R.  Bull,  ombudsman  for  The 
Philadelphia  Inquirer,  believes  the 
reaction  to  some  incidents  borders  on 
the  extreme.  “My  sense  is  that  we  are 
hyper,  hyper-sensitive  to  this  stuff,”  he 
says.  “Some  editors  don’t  want  to  be  seen 
as  not  taking  it  seriously  enough,  so  they 
overreact.”  But  others,  such  as  Bill  Keller, 
managing  editor  of  The  New  York  Times, 
contend  that  a  newspaper’s  credibility 
needs  to  be  unblemished.  “There  is  no 
acceptable  level  of  stealing  anyone’s 
prose,”  he  declares. 

While  some  observers  blame  the  Inter¬ 
net  and  its  explosion  of  unattributed  infor¬ 
mation  for  the  rise  in  plagiarism  problems, 
others  contend  that  newspapers  are  not 
stressing  enough  to  reporters  the 
seriousness  of  this  issue  and  laying 
out  guidelines. 

“Many  news  organizations  do  not 
make  clear  to  journalists  what  ex¬ 
pectations  are,”  says  Bob  Steele,  di¬ 
rector  of  the  ethics  program  at  the 
Poynter  Institute  for  Media  Studies, 
based  in  St.  Petersburg,  Fla.  “There  is  a 
failure  in  the  newsroom  to  have  purposeful 
conversations  in  this  area.” 

Steele  cited  a  study  he  co-authored  re¬ 
viewing  policies  at  33  newspapers  that 
found  only  13  had  sections  addressing  or 
defining  plagiarism.  “That  tells  us  that 
newspapers  are  unwilling  or  unable  to 
write  something  down,”  he  said.  The  broad 
scope  of  rules  ranges  from  The  New  York 
Times,  which  devotes  four  paragraphs  of 
its  policy  guide  to  the  issue,  to  Gannett  Co. 
Inc.,  which  states  in  its  Principles  of  Ethics 
only  that,  “We  will  not  fabricate  ...  we  will 
not  plagiarize.” 

For  a  number  of  major  papers,  such  as 
The  Providence  {K.l.)  Journal,  The  Miami 
Herald,  The  Hartford  Courant,  and  the 
Houston  Chronicle,  no  specific  plagiarism 
policy  exists,  according  to  editors.  For 
man}',  such  a  golden  rule  of  journalism 
should  not  need  to  be  spelled  out.  “I  don’t 
think  you  need  to  have  that  codified,” 
says  Courant  Editor  and  Vice  President 
Brian  Toolan.  “I  would  hope  people 
come  through  the  door  knowing  that  is 
not  allowable.” 

Others,  however,  say  the  Jacoby  debacle 
and  similar  incidents  have  prompted  a 


rethinking  of  policy,  spawming  efforts  to 
better  educate  reporters  and  lay  down  the 
rules.  “Our  policy  does  not  mention  plagia¬ 
rism,  but  we’re  going  to  revise  it  and  make 
sure  that  it  does,”  says  Larry  Olmstead, 
managing  editor  of  The  Miami  Herald.  “It 
is  more  important  to  be  seen  as  credible.” 

Copy  rights 

Case  by  case,  incident  by  incident, 
editors  faced  with  plagiarism,  poor  attribu¬ 
tion  or  nonsourcing,  continue  to  roam  the 
range  of  punishments,  with  many  admit¬ 
ting  they  have  few  guidelines  for  deciding 
on  a  fit  penalty  —  other  than  their  own 
gut  feelings. 

When  Carol  Young,  deputy  executive 
editor  of  The  Providence  Journal,  caught 
one  of  her  reporters  lifting  portions  of  a 
story  from  a  neighboring  daily  eight  years 
ago,  she  issued  a  letter  of  reprimand.  After 
a  Philadelphia  Daily  News  sports  writer 
tried  to  pass  off  work  from  another  paper 
as  his  own,  then-Sports  Editor  Brian 
Toolan  reassigned  him.  But  when  a 


The  growth  of  the  Internet  is  “clearly,  a 
boon  for  plagiarists.  It  makes  it  easier . . 

Gary  Kamiya 
executive  editor,  Salon.com 


Miami  Herald  reporter  took  paragraphs  of 
a  story  from  a  New  Times  publication  last 
year,  the  Herald  wrote  an  item  explaining 
the  incident,  while  exacting  no  other 
punishment. 

“There  are  gradations  to  all  of  this,” 
says  Toolan.  “Sometimes,  there  is  enough 
conviction  to  reassign.  If  there  is  more 
proof,  there  is  a  dismissal.” 

San  Antonio’s  Rivard,  who  chose  not  to 
fire  or  suspend  his  sports  editor  for  his  re¬ 
cent  lifting  of  items,  but  instead  provided  a 
public  airing  of  the  incident,  says  the  pun¬ 
ishment  must  be  carefully  considered  and 
is,  by  and  large,  a  judgment  call.  “There  is  a 
borderline,”  he  says.  “Premeditated  plagia¬ 
rism  is  a  felony  and  a  fireable  offense.  But 
there  are  other  degrees  of  nonattribution.” 

But  any  punishment  —  especially  a  pub¬ 
lic  rebuke  —  can  tarnish  or  ruin  reputa¬ 
tions  forever,  even  if  the  sin  is  minor. 
Several  writers  w'ho’ve  been  suspended, 
fired,  or  had  their  actions  questioned  in 
print  say,  no  matter  what  the  crime,  the  la¬ 
bel  of  “plagiarist”  or  “lazy  reporter”  sticks. 

“There  is  a  tendency  in  our  business  that 
when  we  see  a  spot  of  blood  in  the  water, 
we  circle  the  wounded  shark,”  says  Warren 
Epstein,  the  columnist  for  The  Gazette  in 


Colorado  Springs,  who  says  he  may  sue  the 
local  alternative  paper  that  wrote  about  his 
alleged  plagiarism.  “It’s  good  to  keep  peo¬ 
ple  honest,  but  you  can  go  too  far.” 


Caught  by  the  Net 

Since  Salon.com  launched  in  1995,  Exec¬ 
utive  Editor  Gary  Kamiya  says  he’s  seen  the 
power  of  the  Internet  bring  news  coverage 
to  new  heights,  while  bringing  the  theft  of 
ideas  to  unacceptable  lows.  “Clearly,  it’s  a 
boon  for  plagiarists,”  says  Kamiya.  “It 
makes  it  easier,  and  it  probably  has  result¬ 
ed  ill  an  increase.” 

Based  in  San  Francisco,  Salon  has  been 
among  the  most  victimized  when  it  comes 
to  Web  site  theft.  Still  fighting  to  gain  ac¬ 
ceptance  as  a  news  source  equal  to  newspa¬ 
pers,  radio,  and  TV,  the  site  continues  to 
battle  plagiarists  who  see  nothing  wrong 
with  stealing  its  information  and  passing  it 
off  as  their  own,  or  without  permission. 
“For  some  reason,  people  think  it  is  less 
egregious  on  the  Web,”  says  Kamiya. 

Other  editors  and  journalists  with  Web 
site  connections  agree.  Many 
say  the  opportunity  for  re¬ 
porters  to  scan  nearly  every 
newspaper  in  the  country 
through  the  Internet  allows  a 
greater  temptation  for  theft.  At 
the  same  time,  the  ability  to 
search  the  Web  also  makes  it 
easier  to  catch  those  who  steal  and  reprint. 

“It  is  easy  for  me  sitting  in  Denver  to 
know  that  someone  in  Philadelphia  is 
stealing  from  me,”  says  John  Temple,  edi¬ 
tor  of  the  Denver  Rocky  Mountain  News. 
“The  electronic  era  has  made  it  easier  for 
reporters  to  lose  sight  of  what  is  their  ma¬ 
terial  and  what  they  got  somewhere  else.” 
Will  Tacy,  managing  editor  of  The  New 
York  Times  on  the  Web,  agrees.  “For  those 
who  are  inclined  to  behave  that  way,  [pla¬ 
giarism]  is  easier,”  he  says. 

In  the  end,  the  recent  bombardment  of 
opinion  over  plagiarism  and  related  issues 
may  confuse  the  issue  more  than  remedy  it. 

Despite  increased  attention  to  the  prob¬ 
lem,  post-Jacoby,  many  industry  observers 
and  newsroom  veterans  remain  sharply  at 
odds  over  proper  punishments.  Others  fear 
that  clarifying  what  constitutes  a  crime 
may  open  Pandora’s  box  and  uncover  still 
more  examples  of  ethical  lapses,  leaving 
more  papers  open  to  attack  or,  at  least, 
embarrassment.  In  this  view,  it’s  far  better 
to  leave  plagiarism  in  the  shadowy,  sub¬ 
jective,  I-know-it-when-I-see-it  realm. 

“We  have  to  be  cautious,”  says  John  Bull 
of  the  Inquirer.  “Sometimes  we  go  off  the 
deep  end  on  this  stuff.”  11 
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western  University’s  Medill  School  of  Jour¬ 
nalism.  “That’s  the  mystery.  Nobody  knows 
why  this  happens.  The  people  themselves 
don’t  know  why  they  did  it.  I  think  they’re 
trying  to  give  an  honest  answer  —  and  they 
can’t.  Maybe  it’s  just  one  of  those  mysteries 
of  the  brain.” 

Maybe  it  is,  but  psychologists  admit  they 
don’t  have  any  better  insight  into  what  mo¬ 
tivates  plagiarizers  than  anyone  else.  Pur¬ 
due  University  Professor  of  Psychology 
Stuart  Offenbach  is  nationally  known  for 
his  work  on  ethics,  and  has  commented  on 
the  effect  plagiarism  has  on  its  victims.  Yet 
he  concedes:  “I  don’t  really  have  much  to 
say  about  the  roots  of  why  someone 
plagiarize  —  in  part  because  I  don’t 
understand  them.” 

More  than  a  dozen  psychologists  were 
contacted  for  this  story,  and  though  they 
work  at  universities  —  where  age-old  wor¬ 
ries  about  student  plagiarism  have  only 
grown  with  the  Internet  —  none  could  say 
with  certainty  there  was  any  research  going 
on  into  why  people  plagiarize.  Psychiatrists 


Desperation?  Kleptomania? 
Stupidity?  Or  just  plain  lazy. 

BY  MARK  FITZGERALD 


IF  NEWSPAPERS  COVERED  PLAGIARISM  LIKE  ANY  OTHER 

sort  of  theft,  it  would  make  some  of  the  most  entertaining 
reading  in  the  police  blotter.  For  though  plagiarism  is  un¬ 
doubtedly  a  serious  journalistic  offense  with  grave  conse¬ 
quences  for  both  the  plagiarizer  and  the  paper,  the 
incidents  themselves  frequently  play  out  like  a  liquor-store  burglary 
bungled  by  the  dimmest  crook  in  the  demimonde. 

There  was  the  time  in  1992  a  Fort  Worth  (Texas)  Star-Telegram  ed¬ 
itorial  writer  used  an  unattributed  passage  from  a  New  York  Times 

opinion  piece  in  his  owm  unsigned  editori¬ 
al.  Nobody  might  have  noticed  —  except 
the  Star-Telegram  ran  the  Times  piece  on 
its  Op-Ed  page  the  same  day  as  the  editori¬ 
al.  Then  there  was  the  veteran  drama  critic 
for  The  Columbian  in  Vancouver,  Wash., 
who  turned  in  a  review  of  a  19.96  dinner- 
theater  production  of  “Other  People’s 
Money”  that  was  a  verbatim  copy  of  Roger 
Ebert’s  review  of  the  1991  film,  with  only 
the  names  of  the  cast  members  changed. 

The  critic  got  tripped  up  because  the 
character  Ebert  described  as  a  “tall  blonde” 
in  the  film  was  played  by  a  short  brunette 
in  the  play. 

Even  The  New  York 
Times  can  get  goofy.  „ . 

Back  in  1991,  the  news-  't  WOU 

paper  reported  that  the  much  b 

dean  of  Boston  University’s  9  maHil 
journalism  school  had  pla-  " 

giarized  part  of  his  com-  D6C3US 

mencement  speech.  A  few  Jq  g0^  g 

days  later,  the  Times  ac¬ 
knowledged  that  its  story 
on  the  incident  was  “im¬ 
properly  dependent”  on  a 
Boston  Globe  account. 

Whatever  its  details,  almost  every  in¬ 
stance  of  newspaper  plagiarism  that  comes 
to  light  sounds  so,  well,  boneheaded  that 
one  question  immediately  comes  to  mind: 

What  the  hell  was  this  guy  or  gal  thinking? 

It’s  a  question  that  never  gets  a  satis- 


“The  people  themselves  don’t 
know  why  they  did  it. ... 

Maybe  it’s  just  one  of  those 
mysteries  of  the  brain.” 

George  Harmon 
Northwestern  University 


aren’t  even  sure  it’s  a  sickness.  Plagiarism 
“is  not  in  any  conventional  psychiatric  tax¬ 
onomy”  and  doesn’t  show  up  in  psychiatry’s 
authoritative  “Diagnostic  and  Statistical 
Manual  of  Mental  Disorders,”  says  Dr. 
Nathan  Weed,  an  expert  in  psychological 
testing  at  the  University  of  Mississippi. 

Perhaps,  as  with  many  human  behaviors, 
plagiarism  is  better  explained  by  a  novelist 
than  a  psychologist.  Thomas  Mallon,  best 
known  these  days  for  his  historical  novels, 
such  as  “Henry  and  Clara”  and  the  recently 
published  “Two  Moons,”  examined  plagia¬ 
rism  in  a  1989  nonfiction  book,  “Stolen 
Words.”  He  favors  the  notion,  first  ad¬ 
vanced  about  20  years  ago  in  an  American 
Scholar  article  by  Peter  Shaw,  that  plagia¬ 
rism  is  a  form  of  kleptomania. 


dCCiii  lU  iiic  tactory  answer. 

ter  to  just  do  Journalists 

rp  rnllimn  caught  plagiariz- 

reUUIUIIill,  ing  typically  ex- 

you  re  going  plain  that  they 

Ight  ”  “mixed  up”  notes 

from  elsewhere 
Bob  Greene  with  their  own 
ndicated  columnist  work  or  they  were 

just  “using  the 
framework”  of 
somebody  else’s  work  or  they  were  para¬ 
lyzed  by  a  looming  deadline. 

“You  listen  to  the  explanations  they  give, 
and  they  don’t  explain  anything,”  says 
veteran  Chicago  journalist  George  Har¬ 
mon,  now  an  associate  professor  at  North- 
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Need  a  map  of 
Main  and  Elm 
in  a  imriY? 


MapShop,  the  new  online  mapping 
system  from  The  Associated  Press, 
reduces  from  hours  to  minutes  the  time 
it  takes  to  produce  information-rich 
maps  that  show  demographic  data, 
boundaries,  mountain  terrain,  popula¬ 
tion  density,  earthquake  fault  lines  or 
even  local  landmarks. 

Maps  created  with  MapShop  can  be  as 
sophisticated  or  simple  as  you  wish. 

This  new  service  gives  you  access  to  a 
vast  database  of  world  geographic  data 
and  content.  In  minutes  you  can  create 
and  download  a  custom  map  for  any  area 
of  the  world  finished  in  the  unique  carto¬ 
graphic  style  of  your  newspaper. 

An  editor  on  deadline  can  illustrate 
a  story  quickly  about  an  accident  at  the 
corner  of  Main  and  Elm  Streets  in 
Anytown,  USA. 

MapShop  is  being  developed 
by  AP  and  Environmental  Systems 
Research  Institute  (ESRI),  the  leading 
developer  of  geographic  information 
system  software.  For  information, 
contact  your  AP  chief  of  bureau  or  Tony 
Lugo  at  AP  Graphics,  212-621-7804. 

More  content.  More  value. 

This  is  AP  2000 


>IP 


Associated  Press 

www.ap.org 


“The  most  striking  thing  is  there’s  this 
lack  of  need  to  do  it,”  Mallon  says.  “Just 
as  kleptomania  tends  to  be  a  crime  of 
upscale  people  —  the  woman  slipping  a 
can  of  soup  into  her  fur  coat  —  frequently 
what  you  notice  about  plagiarists  is  that 
they  are  themselves  talented  people,  and 
it’s  not  a  question  of  their  being  unable 
to  produce.” 

Certainly  that’s  true  of  newspaper  pla¬ 
giarism,  which  typically  is  committed  not 
by  novices  but  by  experienced  journalists 
who  have  earned  senior  positions.  Colum¬ 
nist  Mike  Bamicle,  probably  this  era’s 
poster  boy  for  plagiarism  and  fabrication 
despite  his  stout  denials,  had  been  writ¬ 
ing  for  25  years  when  the 
Boston  Globe  forced  him 
to  resign. 

He’s  the  rule,  not  the 
exception. 

The  critic  who  cribbed 
Roger  Ebert  had  been  writing 
at  The  Columbian  for  24  years. 

A  Fort  Worth  Star-Telegram 
political  reporter  who  resigned 
in  1991  after  he  was  discovered  lifting 
unattributed  quotes  had  13  years  on  the 
paper.  At  the  St.  Paul  (Minn.)  Pioneer 
Press,  a  drama  critic  was  in  his  10th  year 
on  the  job  when  a  reader  noticed  that 
parts  of  a  review  were  taken  word  for 
word  from  a  critique  Frank  Rich  wrote 
when  the  play  opened  in  New  York  six 
years  earlier.  Plagiarism  has  brought 
down  columnists  at  such  major  papers  as 
the  Star-Telegram,  the  Chicago  Sun- 
Times,  The  Arizona  Republic 'm  Phoenix, 
and  The  Orlando  (Fla.)  Sentinel. 

“To  me,  it’s  a  puzzling  thing  for  a 
columnist  to  do,”  says  syndicated  colum¬ 
nist  Bob  Greene  of  the  Chicago  Tribune. 
“You’ve  got  to  have  a  lot  of  confidence  if 
you’re  going  to  do  this  job,  and  when  you 
steal  somebody’s  work,  what  you’re  saying 
is,  you’re  not  good  enough  to  do  that  job. 
...  The  other  thing  is,  you’re  basically  tor¬ 
pedoing  your  career,  so  it  would  seem  to 
me  much  better  to  just  do  a  mediocre  col¬ 
umn,  because  you’re  going  to  get  caught.” 

Over  the  years,  three  or  four  people 
have  been  caught  plagiarizing  Bob 
Greene.  And  for  all  the  talk  about  the 
Internet  as  the  new  tool  for  plagiarists, 
in  the  most  recent  episode  a  year  ago, 
a  newspaper  writer  took  something 
from  “American  Beat,”  a  book  Greene 
wrote  in  1983. 

“The  first  time  it  happened,  I  was 
younger  —  and  I  was  furious,”  he  says. 

“At  that  point  in  my  career,  I  was  trying 
hard  to  get  a  foothold  and  I  thought. 


j  ‘How  could  you  do  that  to  me?’  Now  I  feel 
]  soriy  for  them. ...  In  an  odd  way,  you  feel 
i  sort  of  flattered  that  they  think  your  work 
j  is  worth  stealing.” 

Don’t  tell  that  to  Cincinnati  Enquirer 
reporter  Andrea  Tortora.  “People  say  that 
it’s  flattering.  It’s  certainly  not,”  she  says. 
When  she  was  editor  of  The  Post,  an  inde¬ 
pendent  student  paper  at  Ohio  University 
in  1995,  Tortora  wrote  a  “Shop  Talk  at 
Thirt>'”  article  for  E^P  —  only  to  find 
its  lede  show  up  a  few  months  later  in 
a  column  in  Kent  State  University’s 
newspaper. 

To  Tortora’s  frustration,  the  plagiarist 
for  weeks  refused  to  acknowledge  his 


theft.  In  a  “Twilight  Zone”  kind  of  coda  to 
I  the  whole  episode,  a  couple  of  years  later 
I  the  plagiarist  applied  for  a  job  at  the  En- 
j  quirer  —  and,  because  the  reporter  was 
out  for  the  day,  was  assigned  Tortora’s 
I  desk  for  his  tryout.  (He  didn’t  get  the  job, 

'  perhaps  because  Tortora  informed  her 
I  editor  of  his  past.) 

I  “It’s  a  very  odd  feeling”  to  be  plagia- 
i  rized,  Tortora  says.  “Have  you  ever  had 
I  your  home  robbed  or  your  car  broken 
j  into?  It’s  like  that. ...  It  gave  me  no 
sympathy  for  others  who  do  it.” 
i  What  do  plagiarists  themselves  say 
about  what  they  did? 

No  journalist  with  plagiarism  in  his  or 
her  past  would  talk  about  it  for  this  story, 
obviously  still  uncomfortable  or  embar¬ 
rassed,  even  though  their  mistakes  all 
predate  the  Clinton  administration.  One 
explained  that  soon  after  his  plagiarism 
was  exposed,  he  talked  to  a  journalism 
class  and  found  himself  falling  back  into 
the  same  rationalizations  and  equivoca¬ 
tions  that  led  to  the  plagiarism.  “It  made 
me  feel  very  uncomfortable,”  the  person, 
who  still  works  as  a  journalist,  said. 

Novelist  Mallon,  again  citing  Peter 
Shaw’s  kleptomania  theory,  says  he’s 
convinced  that  plagiarism  has  its 
compulsive  aspect,  and  that  if  a  writer 
does  it  once,  he’ll  do  it  again.  “What 
Shaw  says  is  that,  after  a  while,  the 
thrill  of  getting  away  with  it,”  Mallon 
says,  “can  at  some  point  be  replaced 
with  the  thrill  of  getting  caught.”  Isl 


“The  most  striking  thing  is  there’s  r 
this  lack  of  need  to  do  it . . .  they  1 
are  themselves  talented  people.” 

Thomas  Mallon  | 

author  ^ 
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INTERACTIVE 


Partnerships  bring  broader  and  deeper  perspectives  to  their  sites 

BY  WAYNE  ROBINS 

You’re  CNN  and  MSNBC.  You’ve  built  your  Busi¬ 
nesses  by  breaking  world  and  national  news. 

You’re  a  daily  newspaper.  You’ve  built  your  business 
serving  your  community,  from  high-school  sports  to 
town-council  meetings. 

Global,  meet  local. 

The  cable  TV  networks  have  found  that,  for  all  their  global  reach, 
building  user  loyalty  in  the  digital  age  requires  following  the  same 

rules  that  apply  in  real  estate:  It’s  local, 
local,  and  local.  But  CNN  or  MSNBC 
can’t  send  reporters  to  your  town’s 
zoning  board  meetings,  any  more  than 
your  newspaper  can  have  a  camera  crew 
shoot  its  own  footage  of  plane  crashes 
and  forest  fires  for  the  online  edition. 

Which  is  why  cable  networks  and 
newspapers  find  themselves  echoing  the 
immortal  words  of  Monty  Hall  and  de¬ 
ciding  to  play  “Let’s  Make  a  Deal.” 

This  summer,  both  MSNBC.com  and 
CNN.com  are  launching  initiatives  with 
newspapers  around  the  country.  In 
exchange  for  the  rights  to  use  cable  TV 
network  video  on  their  Web  sites,  news¬ 
papers  are  providing  the  network  news 
sites  with  local  news  stories. 

MSNBC.com  announced  in  late  July  an 
agreement  to  carry  local  news  from  the 
online  editions  of  The  Arizona  Republic 
(http://www.azcentral.com),  the  Boston 
Herald  (http :  //www.bostonherald.com), 
and  the  Seattle  Post-Intelligencer  (http:// 
seattlep-i.nwsource.com).  “We’re  looking 
for  local  angles  on  national  stories,  as  well 
as  purely  local  stuff,”  said  Uli  Haller,  man¬ 
ager  of  the  local  affiliate  program  at 
MSNBC.com. 

The  deals  are  apparently  nonexclusive 
since  the  CNN  Online  Newspaper  Affiliate 
program  is  expected  to  launch  this  summer 
with  25  to  35  newspapers,  including  The 


Arizona  Republic  and  the  Boston  Herald. 
Among  the  others  are  the  New  York  Daily 
News  (http://www.nydailynews.com),  the 
Houston  Chronicle  (http://www.chron 
.com),  and  The  Detroit  News  (http:// 
www.detnews.com). 

“It’s  enormously  attractive  to  have  this  on 
our  Web  site,”  said  Rich  Rosen,  executive 
editor  for  new  media  at  the  Daily  News. 

The  News  is  already  running  CNN.com 
video  on  its  Web  site,  a  kind  of  “beta  ver¬ 
sion”  of  the  affiliate  program.  “An  instance 
like  the  Concorde  crash  —  to  have  video  ca¬ 
pacity  for  this  kind  of  big-time,  compelling 
news  story  —  will  drive  users  to  our  site.” 


In  e.xchange,  CNN.com  gets  three  of 
what  Rosen  calls  “New  York-centric” 
stories.  One  day  last  week,  they  were  about 
a  noted  dermatologist  accused  of  fraud; 
an  investigation  into  big  paychecks  for 
nursing-home  operators;  and  “extreme 
wrestling”  groups  in  the  New  York  area. 

“Local  news  has  always  been  important 
since  CNNs  inception,”  said  Dave  Ragals, 
vice  president  for  news  features  for  CNN 
Interactive,  “and  it’s  clearly  something  im¬ 
portant  to  our  users.” 

Bringing  CNN.com  together  with  news¬ 
papers  was  the  role  of  the  Universal  Press 
Syndicate  and  its  Internet  service,  known  as 
Uclick  (http://www.uclick.com).  “Video  is  a 
direction  that  newspaper  Web  sites  are 
heading  —  I  think  it’s  unstoppable  at  this 
point,”  said  John  Vivona,  vice  president  of 
sales  for  Universal,  Kansas  City,  Mo. 

The  syndicate  charges  a  fee  to  the  papers, 
depending  on  circulation,  as  it  does  for  its 
syndicated  print  offerings,  such  as  advice 
columns,  opinion  pieces,  and  comic  strips. 
But,  for  a  sales  executive  such  as  Vivona, 
lining  up  newspaper  partners  for  CNN 
wasn’t  a  “Son  of  Peanuts”  slam  dunk. 

“There  was  a  lot  of.  Why  would  I  want 
to  do  this?,’”  he  said.  “It  took  time  to  es¬ 
tablish  the  value  of  having  the  CNN 
brand  on  your  newspaper  Web  site,  and 
having  traffic  driven  back  to  your  paper’s 
site.  It  wasn’t  like  selling  a  comic.  It  was 
a  unique  program  to  market,  and  a  new 
technology.”  To  say  nothing  of  a  new 
philosophy:  “partnering  newspapers  and 
television  together  for  a  common  goal.” 

That  goal,  of  course,  is  what 
MSNBC.com’s  Haller  describes  as  a 
“traffic  exchange,”  where  a  local  paper’s 
site  gets  additional  traffic  from  MSNBC- 
.com  users,  and  MSNBC.com  gets  extra 
traffic  from  readers  of  online  papers. 

The  recent  forest  fires  in  the  western 
United  States  showed  how  the  relation¬ 
ship  can  work.  MSNBC.com  covered  it  as  a 
national  story.  It  also  provided  links  to 
local  coverage  in  affected  areas,  via  affiliate 
newspapers  in  Pocatello,  Idaho,  and 
Bozeman,  Mont.  While  you're  reading 
about  the  fire  on  those  local  sites,  you 
can  also  check  out  where  to  find  sushi  in 
Bozeman  when  the  fire’s  put  out. 

“We  have  a  national  affiliate  producer 
who  looks  at  what’s  going  on  in  America 
every  morning,  to  make  sure  local  cover¬ 
age  is  linked  to  the  national,”  Haller  said. 
“We’re  very  firm  believers  that  users  want 
to  see  that,  from  the  broad  brush  to  the 
local  details.”  II 
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You  have  questions;  Researchpaper.com  has  answers 

BY  CHARLES  BOWEN 

HOSE  WHO  DON’T  WORK  FOR  NEWSPAPERS  PROBABLY 

would  be  surprised  at  how  much  our  newsrooms  feel 
the  impact  of  the  end  of  summer  vacation  and  the 
approach  of  a  new  school  year.  You  can  virtually  tell 
time  by  the  changing  expressions  on  the  faces  of  your 
education  reporters  as  September  approaches.  Watch  them  begin 
to  think  again  about  staffing  school  board  meetings,  sorting  out 
education  budgets,  and  fielding  phone  calls  from  parents  and 

teachers  about  everything  from  class 
projects  to  hot  issues  regarding  cold 
school  buildings. 

But  that’s  nothing.  These  days,  the 
education  stalf  s  main  job  is  making  the 
future  safe  for  printed  journalism.  They 
do  that  by  trying  to  answer  their  edi¬ 
tors’  constant  calls  for  fresh  stories  that 
will  appeal  to  the  paper’s  most  sought- 
after  prize:  the  hearts  and  minds  (and 
readership)  of  Generation  Next. 

OK,  so  how  do  you  win  school-age 
readers  away  from  the  Web,  MTV,  and 
the  mall?  Why,  by  helping  them  with 
their  homework,  of  course!  At  least, 
that’s  a  start. 

And  you  can  begin  by  incorporating 
in  your  back-to-school  package  a  story’ 
about  this  week’s  featured  Web  site,  a 
resource  called  Researchpaper.com.  Sure, 
few  kids  want  to  think  about  term  pajiers 
right  now,  in  the  last  precious  weeks  of 
summer,  but  by  this  time  next  month,  you 
could  be  a  local  hero  for  pointing  out  this 
important  collection  of  topics,  ideas,  and 
assistance  for  school-related  research  proj¬ 
ects.  And  who  knows?  The  tool  —  provided 
by  Infonautics  Corp.  in  partnership  with 
Macmillan  Publishing  USA  Inc.  and 
Purdue  University  —  might  even  help 
the  research  of  your  reporters  as  well. 


Visit  the  site  at  http://www.research 
paper.com,  where  a  compact  introductory 
screen  links  its  v’isitors  to  these  main 
components: 

•  “Idea  Directory.”  This  is  a  collec¬ 
tion  of  more  than  4,000  research  topics 
across  more  than  100  categories.  Browse 
by  categories  or  search  for  relevant  infor¬ 
mation  by  using  either  the  on-site  Web 
search  engine  or  the  Electric  Library,  an 
archive  of  thousands  of  newspapers, 
magazines,  books,  and  photographs. 


•  “Research  Central,”  also  known  as 
the  “Discussion  Area.”  This  is  intended  for 
visitors  to  share  tips  and  advice  in  message 
boards/discussion  groups  devoted  to  as¬ 
sorted  categories,  including  “Arts  &  Enter¬ 
tainment,”  “Business,”  “Current  Events,” 
“English  &  Literature,”  “Famous  People,” 
“History,”  “Science,”  “Social  Issues,”  and, 
most  interestingly,  “Everything  Else.” 

•  “Writing  Center.”  This  section  is 
meant  to  help  students  improve  the  style 
and  presentation  of  their  reports,  with 
advice  on  subjects  such  as  good  note-tak¬ 
ing  and  adjective  selection.  Topics  range 
from  outlines  to  citation  of  sources,  from 
parts  of  speech  to  sentence  construction, 
and  from  punctuation  to  spelling.  There 
are  even  sections  on  professional  writing 
and  English  as  a  second  language. 

You  can  search  the  Researchpaper.com 
site  by  clicking  the  “Search”  icon  on  the 
command  bar  at  the  top  of  the  introductory 
page.  iTie  resulting  screen  provides  two 
data-entiy  boxes:  one  for  searching  the 
“Idea  Directory,”  the  other  for  searching  the 
entire  Web  site.  Enter  the  keyword  or 
phrase  in  the  appropriate  box  and  click  the 
adjacent  “Search”  button. 

Other  considerations  for  featuring  Re- 
searchpaper.com  in  your  news  columns: 

Ilf  you’re  looking  for  students  to 
interview  —  and  don’t  mind  cyber¬ 
space’s  sometimes  synthetic  reality  — 
note  the  site  now  has  an  active  chat 
room  where  students  have  been 
knowTi  to  take  a  study  break.  Reach 
it  from  the  “Chat  Room”  icon  on  the 
introductory  page. 

2  Looking  for  more  school  and  re¬ 
search-related  Web  sites  that  you 
can  cite  in  future  education  stories? 

Click  on  the  “Discussion  Area”  icon  on 
the  main  page,  then  scroll  the  resulting 
screen  to  find  the  Web  “Hot  Spots”  link. 
This  takes  you  to  a  discussion  group  de¬ 
voted  to  visitors’  favorite  Web  sites  and 
the  best  places  to  find  information. 

3  Got  a  reporter  with  some  basic 
WTiting  skills  problems?  The  “Writ¬ 
ing  Center,”  while  intended  for  students, 
can  benefit  beginning  professionals  who 
missed  the  finer  points  somewhere  along 
the  way.  “The  Parts  of  Speech”  area  has  sec¬ 
tions  on  topics  such  as  active  and  passive 
verbs,  the  use  of  pronouns,  and  under¬ 
standing  participles,  infinitives,  and  apposi- 
tives.  And  check  the  “Sentence  Construc¬ 
tion”  section  for  discussions  on  parallel 
construction,  dangling  modifiers,  run-on 
sentences,  and  sentence  fragments.  11 
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Dailies  will  shatter  $50-billion  ad  revenue  ceiling,  then  see 
incremental  circulation  increases,  Veronis  Suhler  predicts 

BY  JOE  NICHOLSON 

ANG  ONTO  YOUR  FEDORAS  AND  CLOCHES!  NeWS- 

papers’  rollicking  good  times  will  keep  rockin’! 
Advertising  revenue  will  scale  record  heights  this 
year,  next  year,  the  following  year!  And  the  only 
clouds  threatening  to  dampen  the  celebration  — 
uncertainties  about  retail  advertising  and  more  than  a  decade  of  de¬ 
clining  circulation  —  are  expected  to  dissipate  in  the  bright  sunshine 
of  an  economy  that  continues  to  expand. 


Robert  J.  Broadwater 

Veronis  Suhler 


That  is  the  almost-too-good-to-be-true 
news  in  a  new  five-year  forecast  by  the 
media  merchant  bank  Veronis  Suhler, 
which  believes  only  “a  worse-than-forecast- 
ed  showdown  in 
economic  growth” 
will  spoil  the  fun. 

The  newspaper 
business  “is  better 
than  many  people 
who  are  financial 
analysts  and  who 
are  media  buyers 
think  —  and  the  in- 
dustiy  could  do  a 
better  job  of  com¬ 
municating  its  value 
to  these  people,”  de¬ 
clared  John  S.  Suh¬ 
ler,  the  firm’s 
partner,  president,  and  co-CEO,  in  an  inter¬ 
view  with  E&P.  “Basically,  this  is  a  terrific 
business. 

“It’s  a  business  that  has  got  good,  solid, 
dependable  growth  in  its  future,”  added 
Suhler,  who  has  analyzed  media  for  three 
decades  and  who  advises  many  of  the 
world’s  leading  media  companies. 

By  the  end  of 2000,  Veronis  Suhler’s 
Communications  Industry  Forecast  proj¬ 
ects  that  daily  newspaper  ad  revenue  will 


hit  a  record  $49.8  billion,  up  from  $46.3 
billion  last  year  and  an  eyelash  short  of 
cracking  the  $50-billion  plateau.  In  fact, 
Robert  J.  Broadwater,  managing  director  of 


Daily  newspaper  ad  spending 

ACTUAL  AND  PROJECTED 

(in  millions) 

Retail 

National 

Classified 

Total 

1  1999 

$20,907 

$  6,732 

$18,650 

$46,289 

2000 

$21,771 

$  7,355 

$20,650 

$49,776 

2001 

$22,800 

$  8,075 

$22,402 

$53,277 

!  2002 

$23,896 

$  8,792 

$24,148 

$56,836 

2003 

$24,880 

$  9,561 

$25,824 

$60,265 

2004 

$25,500 

$10,225 

$27,490 

$63,215 

j  Source:  Veronis  Suhler,  The  Publishing  &  Media  Group,  Newspaper  Association  of  America 

the  newspaper  group  at  Veronis  Suhler, 
told  E&P  there  is  “a  possibility”  daily  news¬ 
papers  could  crack  the  $50-billion  barrier 
“if  there’s  a  pleasant  surprise  any  place”  in 
the  upcoming  months.  All  three  ad  revenue 
categories  also  will  set  records  this  year, 
said  the  forecast,  with  retail  hitting  $21.77 
billion;  classified  reaching  $20.65  billion; 
and  national  soaring  to  $7-36  billion. 

If  not  this  year,  daily  ad  revenue  will 
crash  through  the  $50-billion  barrier  next 


year  and  reach  $53.3  billion,  the  forecast 
said.  The  merry  ride  is  projected  to  careen 
along  with  the  total  rising  to  $56.8  billion 
in  2002;  to  $60.3  billion  in  2003;  and  to 
$63.2  billion  in  2004. 

As  has  been  the  case  for  the  last  three 
years,  the  brightest  of  bright  spots  was  na¬ 
tional  advertising.  Last  year,  the  category 
jumped  a  remark¬ 
able  17-7%,  which 
Veronis  Suhler 
called  “unprece¬ 
dented”  in  recent 
historj'. 

Weekly  newspa¬ 
pers  continued  their 
long-term  trend  of 
growing  even  faster 
than  dailies.  When 
ad  and  relatively 
stable  circulation  revenue  are  combined, 
weeklies  grew  8.7%  to  $6.3  billion  last  year, 
compared  with  dailies’  4.7%  growth  to 
$56.7  billion. 

The  picture  of  prosperitj-  painted  by 
Veronis  Suhler  contrasts  dramatically  with 
the  contentions  of  some  Web  hvpesters.  Its 
forecast,  which  covers  all  major  communi¬ 
cations  industry'  segments  from  old-media 
newspapers  to  the  new-media  Internet, 
said  recent  results  show  “the  new'spaper  in¬ 
dustry  once  again  defied  the  skeptics  who 
have  been  proclaiming  the  demise  of  this 

print  format  since  the 
dawn  of  the  Internet 
age.” 

The  authoritative 
357-page  document 
can  be  purchased  for 
$1,495  by  calling 
(800)  935-4990. 

The  forecast  does 
not  even  support 
scolds  among  news¬ 
paper  leaders  and 
forecasters  w  ho  have 
been  singing  fretfully 
about  advertising 
and  circulation  soft 
spots:  “Well,  you  got  trouble,  my  fiiend! 
Trouble  right  here  in  River  City!” 

Rather,  the  forecast  predicted  a  more- 
than-welcome  end  to  the  long  industry’ 
nightmare  of  dailies’  declining  circulation, 
saying  circulation  finally  will  edge  upward 
as  a  result  of  various  factors,  including  in¬ 
creased  promotional  efforts,  stable  prices, 
and  a  dwindling  number  of  dailies  going 
out  of  business.  The  good  news  in  circula¬ 
tion  appeared  to  be  partly  the  result  of  good 
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news  —  perhaps  it  would  be  more  precise 
to  say  good  luck  —  in  newsprint  prices, 
which  dropped  11.8%  last  year,  cutting  the 
price  per  metric  ton  from  $587  to  $518. 
Some  papers  used  newsprint  savings  to  in¬ 
vest  in  building  circulation.  Newsprint 
prices  were  projected  to  increase  a  modest 
3.3%  this  year  and  1.9%  next  year. 

Among  daUies,  aggregate  weekday  circu¬ 
lation  is  projected  to  tick  upward  this  year 
from  a  little  less  than  56  million  to  56.1  mil¬ 
lion;  Sunday  editions  are  projected  to  end 
11  years  of  declines  with  an  uptick  in  2004 
from  58.9  million  to  59.0  million.  “If  week¬ 
day  circulation  does  in  fact  increase  in 
2000,  it  will  end  a  12-year  slide,”  the  fore¬ 
cast  observed.  With  four  more  small 
upticks  in  weekday  circulation  in  each  of 
the  next  four  years,  weekday  circulation  is 
expected  to  rise  in  2004  to  57-4  million. 

“I  am  veiy  encouraged  by  what  appears 
to  be  the  imminent  end  of  circulation 
decline,”  said  Broadwater.  “It  is  critically 
important  for  this  industry  to  at  least 
stabilize  its  overall  circulation  and, 
hopefully,  grow  it  because  [newspapers 
are]  one  of  the  few  remaining  mass-cir¬ 
culation  media  around. ...  You  have  to 
maintain  your  position  as  the  dominant 
voice  in  the  community.” 

Newspapers  with  stable  or  growing 
circulation  also  will  be  in  better 
position  to  recruit  and  retain  the  most 
talented  workers. 

“Most  people  I  deal  with  feel  better,” 
reported  Broadwater,  who  said  stable  or 
slightly  growing  circulation  helps 
demonstrate  newspapers  “are  still  an 
important  and  vibrant  big-coverage 
medium  on  the  local  level.”  He  ob¬ 
served,  “It’s  easier  to  sell  advertising 
against  growing  circulation.” 

In  the  future,  some  dailies  may  weigh 
the  costs  and  benefits  of  converting  to 
free  distribution,  said  Broadwater.  The 
New  York-based  alternative  weekly  Vil¬ 
lage  Voice  converted  to  free  distribution 
in  1996,  and  went  from  a  circulation  of 
a  little  more  than  100,000  to  a  distribu-  ^ 
tion  of  more  than  250,000  —  and  sig¬ 
nificantly  improved  total  revenue  —  all 
within  two  years,  said  Broadwater,  whose 
firm  brokered  the  sale  of  the  weekly  and  its 
alternative  siblings  earlier  this  year.  He  said 
a  newspaper  would  have  to  determine 
whether  it  can  more  than  make  up  the  loss 
of  circulation  revenue  with  added  advertis¬ 
ing  revenue. 

The  other  feared  trouble  in  River  City  has 
been  retail  adveilising,  the  largest  source  of 
dailies’  ad  revenue.  Ad  forecast  guru  Robert 


J.  Coen,  who  has  been  reading  the  crystal 
ball  for  more  than  half  a  century,  reported 
two  months  ago  that  newspaper  retail  ad¬ 
vertising  rose  an  anemic 
0.5%  in  the  first  quarter  ^  ^  ,  HCW 

of  this  year  compared  to  business 

the  same  period  last  .1 

year.  Coen,  senior  vice  ittUn  UlU 

president  and  forecast-  who  SiVG 

ing  director  at  Universal  I  . 

McCann,  said  the  0.5%  UnUlySlS 

figure  might  be  an  aber-  3,re  mcd 
ration  or  might  indicate  ,  v  •  1 

newspapers  were  losing  lllllllv  ••• 

local  retail  share  to  ra-  — 

dio  and  other  media. 

The  Veronis  Suhler  forecast  found  recent 
newspaper  retail  weakness  similar  to  what 
Coen  reported.  Retail  ad  spending  in  dailies 
rose  only  2.8%  last  year,  the  weakest  result 
of  any  newspaper  ad  category  in  the  last 


Partners  John  S.  Suhler,  left;  John  J.  Veronis,  center; 
and  Jeffrey  T.  Stevenson 

three  years. 

I  But  Veronis  Suhler  predicted  daily 
;  !  newspaper  retail  will  mount  a  moderate 
i  rebound,  posting  increases  that  range 
!  between  4%  and  5%  this  year  and  in  each 
j  of  the  next  three  years. 

The  projected  retail  growth  during  the 
next  four  years  will  not  nearly  match  classi- 
is  j  fied  ad  growth,  which  is  forecast  to  range 
f  from  6.9%  to  10.7%  annually  during  those 
t  I  years,  or  national  ad  growth,  which  is  ex¬ 


pected  to  jump  between  8.7%  and  9-9%  a 
1  year  over  the  next  four  years. 

!  But  4%  to  5%  growth  isn’t  Trouble  in 

Til  Ti 

llie  Iievv^ptipei  embarrassment  for 

business  “is  better  someone  to  say  that 

.  1  1  they  are  growing  at  4% 

than  many  people  5%;  declared  suh- 

who  are  financial  who  said  retail  ad- 

analysts  and  who  recovering  from  the  re- 
are  media  buyers  structuring  of  the  retail 

V  •  I  industry  in  the  early 

tniUK  •  •  .  and  mid-1990s.  “I  don’t 

—  JOHN  S.  SUHLER  think  there  is  anything 
Veronis  Suhler  ^e  embarrassed 

about  when  retail  spending  is  within  [1%] 
of  growth ...  I  don’t  think  that  retail  is  being 
siphoned  off.” 

Nonetheless,  Suhler  said  the  newspaper 
industry  may  be  getting  “a  little  bit  less  than 
its  fair  share”  of  retail  ads,  and  newspa¬ 
pers  were  smart  to  try  “to  reinvent 
themselves  to  help  retailers.” 

In  addition  to  all  the  other  nice  things 
Veronis  Suhler  foresees,  it  predicts 
newspaper  classified  advertising  will 
overcome  occasional  defections  to  the 
Web  and  post  impressive  gains  this  year 
and  over  the  next  few  years. 

Some  real-estate  and  employment 
ads  have  been  lost  to  the  Web  and 
contributed  to  a  decline  in  classified  ad 
growth  from  11.3%  to  6.6%  to  4.3%  over 
the  last  three  yeai’s,  said  the  forecast. 

But  it  predicts  classified  will  rebound  to 
grow  10.7%  this  year.  (And  keep  in 
mind  that  10.7%  growth  translates  into 
an  additional  $2  billion  in  this  mature, 
if  not  elderly,  industry.) 

After  the  10.7%  spurt  this  year,  classi¬ 
fied  growth  is  projected  to  remain 
healthy:  8.5%  next  year,  7-8%  in  2002; 
6.9%  in  2003;  and  6.4%  in  2004. 

“No  doubt  there  is  some  classified 
advertising  that  used  to  appear  in 
newspapers  that  now  appears  on  Web 
sites  and  won’t  come  back  to  newspa¬ 
pers,”  said  Broadwater,  who  explained 
it  was  difficult  to  estimate  the  size  of 
the  loss.  “The  feeling  is  that  it  is  a  relative¬ 
ly  small  amount,”  he  said,  referring  to 
;  anecdotal  accounts. 

i  Newspaper  executives  were  “galvanized” 

!  by  the  challenge  of  the  Internet  in  recent 
i  years  and  responded  by  setting  up  their 
j  own  Web  sites,  many  with  ad  support,  said 
I  Broadwater.  While  those  Web  sites  may  not 
yet  make  a  profit,  he  said,  they  have 
!  become  “a  necessary  part”  of  the  news  and 
ad  operations  at  flourishing  newspapers.  11 
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refers  other  potential  clients  to  RBMA.) 

Why  don’t  more  papers  publish  daily 
color  comics?  Most  interviewees  cited 
printing  press  capability  as  a  major  reason, 
noting  that  some  papers  can  only  use  color 
on  the  front  and  back  of  sections  —  and 
often  reserve  it  for  ads,  or  news  and  feature 
pages.  They  said  that  as  more  papers 
install  new  press  units,  more  will  publish 
daily  color  comics  on  inside  section  pages. 

Others  cited  reasons  such  as  cost,  habit, 
and  tradition  to  ex-  — ~ 

plain  why  more  pa- 
pers  haven’t  gone  the 
rainbow  route.  WM 

But  Executive  ^  ' 

News  Editor  Jack  V 

Millrod  of  Long  Is- 
land,  N.Y.,  iVete’srfay 

—  which  started  of-  JHI 

fering  daily  color  Tim  Brennan 

comics  in  1997  —  said  the  cost  is  manage¬ 
able  because  the  paper  uses  RBMA  to  col¬ 
orize  rather  than  doing  it  itself 


Hues  are  in  the  news  as  an  increasing  number 
of  publications  use  color  in  their  daily  comic  pages 


BY  DAVE  ASTOR 

TV  COLOR  COMMENTATORS  GOT  VERY  EXCITED  WHEN 

Mark  McGwire  reached  the  70-homer  mark  in  1998. 
If  newspapers  had  such  commentators,  perhaps  they 
would  be  thrilled  to  note  that  daily  color  comics  have 
reached  the  70  level  as  well. 

As  of  late  last  month,  Reed  Brennan  Media  Associates  (RBMA) 
had  62  newspaper  customers  that  use  daily  color  comics  all  or  some 
of  the  time.  American  Color  (AC),  which  mostly  handles  Sunday 

comics,  has  two  daily  clients.  And  there’s _ _ 

at  least  a  half-dozen^U.S.  dailies  that  still 

his  company  —  which  does  pagination  and  “* 

more  —  identified  27  papers  going  the  dai-  ||  | 

ly  hues  route  when  it  prepared  to  introduce  1  ^ 

its  color  comic  service  in  1996.  So,  in  four  i  \v'' 

years,  that  number  has  increased  about 

2V2  times  to  the  circa-70  figure.  i  '  *  “'**  ““'7-.*”’ 

“Daily  color  comics  aren’t  storming  the  !  tu" 

country,  but  there’s  a  continuing  and  sus-  sr  S  is*  i 

taining  interest  in  them,”  said  Brennan,  ||]f  IE  iiL.Sr.I* 

who  estimated  that  his  company’s  clientele  ! 
now  includes  two-thirds  to  three-quarters  !  t 

of  the  27  papers  that  used  to  color  them-  j|  f 

selves.  “We’re  satisfied  with  the  growth.” 

But  the  vast  majority  of  newspapers  con-  i 
tinue  to  carry  black-and-white  comics  in  i| 

their  issues  from  Monday  to  Saturday.  j  :  |  _  i  '  7“*”™ 

RBMA’s  62  daily  color  clients  make  up  few-  j  •••>' 

erthan  20%  ofits  337  customers.  And  the  il  -iwlwr 
total  of  70  or  so  daily  color  comic  users  l 

accounts  for  only  about  5%  of  the  1,483  1 

dailies  in  the  country  —  more  than  1,400  ■  — - - — - 

of  which  cany  comics.  Long  Island,  N.Y.-based  Newsday  has  been 

So,  despite  the  accelerated  increase  running  color  comics  every  day  since  1997. 

since  1996,  daily  color  comics  have  been  color  clients  are  the  Fort  Lauderdale, 

“slow  in  catching  on  over  the  years,”  said  Fla.,  Sun-Sentinel  and  The  Orlando  (Fla.) 
AC  Account  Manager-Comics  Business  Sentinel.  (Rosenthal  said  AC,  because  of 
Tim  Rosenthal,  whose  company’s  daily  i  its  desire  to  focus  on  Sunday  comics. 


Positive  hues  views 

The  advantages  of  color  are  obvious.  In  a 
world  where  TV,  magazines,  the  Internet, 

_  and  other  media  are  full  of  color,  many 
p.i  newspapers  feel  they  need  as  much  col- 
y !  or  as  possible  to  help  them  compete. 

®  |  “Color  definitely  attracts  attention, 

and  almost  certainly  increases  reader 
satisfaction  with  the  daily  newspaper,” 
Su  said  Brennan. 

“Anyone  who  enjoys  the  comics 
■  pages  would  want  to  see  them  in 
i  color  —  in  this  century,  anyway,” 
t  added  Millrod.  “We  have  done 
reader  surveys  that  told  us  the 
color  was  very  well-received.” 

He  noted  that  Newsday’ s  color 
^  pages  are  seen  by  many  people;  a  re- 
cent  survey  showed  that  94%  of  re- 
spondents  read  at  least  some  of  the 
paper’s  comics  almost  every  day. 


“TSi  Cons  OF  COLORIZATION 

Any  drawbacks?  Cartoonist  Mark 
Parisi  noted  that  many  creators 
3?—  draw  their  daily  comics  with  black- 

and-white  reproduction  in  mind, 
jr”."  “Color  might  change  the  look  the 
cartoonist  intended,”  said  Parisi, 
whose  “off  the  mark”  panel  is  self-syndi¬ 
cated  via  Atlantic  Feature  Syndicate. 

“It’s  like  colorizing  black-and-white 
movies,”  added  Amy  Lago,  vice  president  of 
comics  and  graphics  at  United  Media. 

“Black  and  white  is  a  really  pretty  medi- 
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i  um  that’s  sort  of  underappreciated,”  she 
I  continued.  “But  I  understand  that  newspa¬ 
pers  want  to  get  readers,  and  one  of  the 
ways  to  do  this  is  to  have  color”  in  the  daily 
comics.  Lago  did  emphasize  that  she’s  a  big 
I  fan  of  color  in  Sunday  comics. 

There’s  also  the  question  of  whether  cor¬ 
rect  colors  are  used. 

Brennan  said  RBMA  tries  to  be  as  care¬ 
ful  as  it  can  in  getting  colors  right.  For  in- 


I  stance,  it  tries  to  make  the  colors  in  daily 
I  comics  consistent  with  the  colors  in  Sunday 
I  strips,  and  welcomes  specifications  from 
[  cartoonists  if  they  want  to  send  them. 

“I  think  the  quality  is  improving,”  said 
Lago.  “They’re  being  more  accurate  with 
i  the  colors.” 

1  Cartoonists  can  make  sure  colors  are 
j  exactly  right  by  handling  the  process 
i  themselves,  but  few  have  the  time.  “It’s 


Still  struggling  to  pay  its  hills 

Cartoon  museum  may  sell  its 


But  it  retains  custody  of 
valuable  Mickey  Mouse  art 

BY  DAVE  ASTOR 

HE  STRUGGLING  INTERNATIONAL 
Museum  of  Cartoon  Art  may  sell  its 
building  in  Boca  Raton,  Fla. 
Museum  founder  Mort  Walker  said  the 
plan  would  be  for  the  museum  to  continue 
operations  by  renting  space  in  the  build¬ 
ing  from  whomever  purchases  it. 

Walker,  who  does  “Beetle  Bailey”  for 


I  King  Features  Syndicate,  reported  that  one 
i  possible  buyer  is  a  real-estate  firm  whose 
j  name  he  can’t  reveal  at  this  time.  He  hopes 
1  the  company  makes  a  decision  this  month. 

I  “We  need  help  right  now',”  said  Walker. 

If  the  building  is  sold,  the  museum 
would  use  part  of  the  proceeds  to  pay  off 
j  $1.1  million  in  mortgage  fees,  $440,000 
I  Walker  lent  the  museum,  and  legal  costs, 
j  The  museum  has  missed  three  mort- 
1  gage-interest  paj'ments  totaling  $60,000, 
I  and  would  owe  $460,000  on  the  mort¬ 
gage  principal  in  October. 


For  the  independent 
newspaper  owner, 
the  value  of  good 
advice  is  the  creation 
of  value. 


Buy?  Sell?  Finance?  AdMedia  can  help  the 
independent  newspaper  retain  and  create 
value  by  making  the  right  strategic  moves. 
Contact  Charlie  Wrubel  or  Rob  Garrett 
for  information. 
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to  Newspaper  Companies 
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a  labor-intensive  process,”  noted  Brennan.  j 
“Reed  Brennan  does  a  good  job,”  said 
;  Rosenthal,  adding  that,  when  eveiy  news-  ; 
I  paper  using  daily  comic  color  did  it  them-  j 
selves  (by  computer  or  hand),  there  were 
problems. 

“I  was  astounded  how  bad  it  often  was,”  1 1 
he  recalled.  ‘There  was  no  consistency.  Pa-  i  | 
pers  made  Marmaduke  [the  dog]  brown  [ 
even  though  he’s  orange  on  Sunday.”  11 


Boca  building 

Meanwhile,  Palm  Beach  County  Circuit  i 
Court  Judge  Walter  Colbath  ruled  Wednes-  \ 
day  that  the  museum  can  retain  custody  of  | 
Mickey  Mouse  art  worth  an  estimated  $3.7  ! 

million.  SunTrust,  the  bank  that’s  tiying  to  | 

(  foreclose  on  the  museum’s  mortgage,  want-  j  i 
ed  to  seize  the  73-year-old  drawings,  which  j  | 

I  were  used  as  collateral  for  the  loan.  j  i 

“I  think  it  w  as  a  very  wise  decision,”  said  j 

I  Walker,  who  noted  that  it  would  have  been  | 
i  risky  to  move  the  fragile  art  and  that  muse- 
!  um  visitors  will  still  be  able  to  view  it.  The  i 
judge  did  rule  that  SunTrust  could  put  a  [  [ 
sign  next  to  the  drawings  saying  it  is  enti-  !  j 

tied  to  possess  them,  according  to  The  Palm  j  i 
Beaeh  Post,  West  Palm  Beach,  Fla.  i  j 

I  SunTrust  attorney  Lisa  Hennann  had  j 
said  prior  to  the  ruling  that  this  would  be 
like  a  debtor  getting  to  keep  a  repossessed 
car  with  a  sign  saying  the  bank  owned  it. 

If  SunTrust  had  won  custody,  the  draw- 
j  ings  w  ould  have  been  stored  at  a  Norton 
j  Museum  of  Art  vault  in  West  Palm  Beach. 

The  26-year-old  cartoon  museum,  which  j 
opened  at  its  Boca  locale  in  1996,  hasn’t  re-  j 
}  ceived  as  many  large  donations  and  visitors  I 
asithadhoped(£’£5^/’,July3,  p.  28).  II  [ 


et  cetera . . . 

SCRIPPS  HOWARD  NEWS  SERVICE 
has  launched  a  redesign  of  its  Web  site 
(http://www.shns.com). ...  CLM  Global 
News  Group  (frontpage@clmglobal.com)  is 
offering  a  four-part  series  on  the  mosquito- 
borne  West  Nile  virus.  It's  adapted  for 
newspapers  from  an  “Audubon”  magazine 
cover  story  by  environmentalist  Robert 
Beyle. ...  Self-syndicated  relationships 
columnist  Michael  Stone  will  host  a  live 
talk  forum  Thursday  at  9  p.m.  EDT  on  the 
http://www.talkcity.com  Web  site. 
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the  San  Antonio  (Texas)  Express-News.  At 
the  Hearst  Corp.  paper,  said  Thogersen, 
“the  main  reason  we  can  add  value  is 
because  they  already  have  a  CCI  system,” 
from  which  MediaStore  captures  all 
metadata  during  content  creation, 
allowing  easier  integration. 

To  hold  and  manage  content,  Media- 
Store  uses  IBM’s  NICA/6000,  a  print-only 
text  and  image  archive  (IBM  suggested  oth¬ 
erwise  at  Nexpo)  that  can  group  content, 
create  subarchives  with  their  own  metada¬ 
ta,  link  related  content  in  multiple  media, 
and  search  even  text  within  graphics. 

For  Preserver  users  (whom  the  AP  will 
support  through  2002),  NICA  preserves 
their  server  because  its  uses  the  same  IBM 
RS/6000  that  ran  the  AP  archive.  Further, 
AP  said  it  planned  to  assign  Preserver 
source  code  to  IBM  for  possible  enhance¬ 
ment  of  NICA,  with  the  aim  of  smoothing 
AP  members’  upgrade  to  the  new  system. 

At  the  same  time,  IBM  hired  AP  Preserver 
Product  Manager  David  Rocha  as  NICA/ 
6000  digital  media  solutions  manager. 

From  Preserver  users’  upgrade  wish 
lists,  AP  said  NICA/6000  features  folders; 

1  native  interfaces  for  Windows  95, 

^  I  Macintosh,  and  HTML;  relational 

I  database  support;  and  a  graphical 
|j|{  I  system-management  interface, 
te"  1  Though  CCI  and  IBM  firmed  up 

B  their  deal  at  Nexpo,  the  AP’s  expected 
announcement  was  delayed  without 
^  explanation  until  after  the  trade  show. 
^  If  attendees  couldn’t  nail  down  de- 

tails  on  the  IBM-CCI/AP  accords  at 
r  V  Nexpo,  the  show  olfered  plenty  of  oth- 

'il  er  approaches  to  archiving  —  finm  the 
latest  enhancements  to  Unisv's’  multi- 
1  ■  media  DocCenter  and  the  introduc- 
Z1  tion  of  Harris’  Web-based  JazStor 

M9i  I 

[(either  as  a  component  of  its  new 
[  cross-media  J  azBox  or  for  use  with 
other  publishing  systems)  to  software 
t  businesses  that  will  digitally  preserve 
even  editions  that  long  predate  elec- 
I  tronic  input  and  page  makeup. 

In  that  last  category  is  one  of  the 
two  newest  companies  —  both  found- 
1^1  ed  by  former  employees  of  Canadian 
newspaper  groups.  Started  by  CEO 
Bob  Huggins  and  Executive  Vice  Pres¬ 
ident  Jeff  Nelson,  both  formerly  with 
Thomson  Newspapers,  Ottawa-based  Cold 
North  Wind  (CNW)  is  partly  owned  by 
NetDriven  Solutions,  parent  of  circulation 
systems  developer  NTI  Newspaper  Tech¬ 
nologies,  Calgary,  Alberta,  and  supplier  of 
CNW s  mass  storage  and  hosting. 


CCI  back  IBM  system  as  new  names  emerge  in  archiving 


BY  JIM  ROSENBERG 

CCI-EuROPE  needed  an  archive  TO  COMPLETE  ITS 
product  line.  The  Associated  Press  needed  a  successor 
to  the  Preserver  archive  it  no  longer  sells.  CCI  didn’t 
want  to  reinvent  the  technology;  but  it  did  want  a 
head  start  on  an  archiving  product  while  it  pursued 
content-management  matters.  Not  long  after  the  Danish  compa¬ 
ny  chose  its  partner,  the  AP  selected  the  same  solution  to  recom¬ 
mend  to  its  Preserver  users.  Both  organizations  chose  IBM  Corp. 

Based  on  information  from  cus-  ~ 

tomer  interviews,  CCI  issued  a  request  !  ‘ 
for  proposals  to  16  companies,  “exactly  j  r 
like  our  clients  would  have  done,”  said  1 1 
Johnny  H.  Thogersen,  CCI  executive  * 
vice  president.  Some  saw  a  “gray  area”  i 
of  potential  competition;  10  others  re-  3 
sponded.  “The  thing  that  was  impor-  I 
tant  to  use  was  not  just  technology  but  j  I 
also  market  knowledge,”  a  “long-term  |  * 
perspective,”  and  a  willingness  to  pur-  j " 
sue  growth.  When  the  short  list  of  three  j  | 
was  judged  by  80  criteria,  only  IBM  I  * 

was  left.  Rather  than  a  generic  asset  1 

manager,  said  Thogersen,  IBM’s  solu-  | 
tion  could  at  once  be  an  all-media  “ 

archive  tailored  for  newspapers’  evolv-  ^ 
ing  needs,  one  where  “you  could  extend  i  | 
the  functionality.”  At  companies  with  ! 
publications,  Web  sites,  and  radio  and  !  | 

TV  outlets,  said  Stephen  D.  Dienna,  |  j 
IBM  global  segment  executive,  publish-  j  i 
ing  media  &  entertainment,  “This  is  the  j ) 
platform  to  go  to  a  full  enterprise.”  jj 

With  IBM,  Thogersen  also  cited 
“a  very  good  chemistry,”  absence  of 
competition,  and  a  nonexclusive  licensing 
arrangement  that  preserves  CCI’s 
independence. 

In  MediaStore,  “there’s  a  significant 
amount  of  CCI  software”  not  found  in  the 
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The  company,  which  already  has  digi¬ 
tized  newspapers  dating  back  to  the  1700s, 
is  creating  Paper  of  Record,  an  archive  of 
electronic  images  of  entire  newspapers  that 
can  be  viewed  on  the  Web,  where  users  can 
create  and  combine  sets  of  information  for 
search  purposes,  said  Huggins. 

For  its  raw  material,  CNW  largely  relies 
on  microfilm  collections.  In  San  Francisco, 
the  company  hit  the  show  floor  running, 
having  secured  rights  to  8,000  U.S.  and 
6,000  Canadian  titles  in  the  10  months  be¬ 
tween  its  founding  and  its  formal  debut  at 
Nexpo,  according  to  Huggins,  who  noted 
that  Bell  &  Howell  (also  a  CNW  equity 
investor)  alone  has  8,000  newspapers  on 
microfilm  at  its  UMI  subsidiary.  (An  agree¬ 
ment  with  B&H’s  ProQuest  business,  he 


Merlin-Net  taps  into  archives 
to  deliver  prints  and  images 

BY  MARK  FITZGERALD 

iTH  ITS  NEW  VENTURE  MeR- 
lin-Net,  the  archiving  and  im¬ 
aging  company 

T/One  Inc.  is  sponsoring  a  huge 
garage  sale  for  newspaper  photo¬ 
graphs. 

The  Merlin-Net 
(http :  / /www.merlin-net.com) 
cooperative  allows  newspapers 
to  sell  not  only  their  own 
archived  photos  but  also  those 
of  other  papers  around  the 
country.  Local  newspaper  Web 
sites  offer  the  photos  through  a 
Merlin-Net  portal  that  retains 
the  newspaper  brand.  “Custom¬ 
ers  don’t  know  this  part  of,  say. 

The  Boston  Globe's  boston.com 
site,”  Merlin-Net  Vice  President 
Craig  Rottenberg  said.  “We’re  not  trying  to 
brand  anything.” 

Merlin-Net  takes  the  orders  and  deliv¬ 
ers  the  prints  —  or,  in  some  cases,  digital 
images  —  to  customers.  It  claims  one-day 
turnaround  on  order  fulfillment.  The 
newspaper  that  brings  in  a  customer  gets  a 
cut  of  the  sale,  whether  the  photo  comes 
from  its  own  archive  or  another  paper’s. 
There  is  no  cost  to  join  the  cooperative. 

T/One  executives  say  the  idea  for  an 
e-commerce  cooperative  came  to  them 
when  they  looked  at  the  installed  base 
for  their  flagship  Merlin  archive. 


added,  gives  his  company  access  to  the 
education  market  worldwide  —  functioning 
I  as  a  business-to-business  operation  rather 
than  a  Web  portal,  although  it  is  working 
with  potential  portal  partners.) 

!  CNW  has  similar  agreements  with  Cana¬ 
dian  organizations.  One  affords  access  to  a 
collection  of  5  million  images, 
j  Huggins  outlined  the  back  end  of  the 
digital  archiving  process:  microfilms  are 
scanned;  resulting  image  data  are  stored  as 
TIF  files;  the  TIFs  are  then  output;  hard 
copy  is  re-scanned  using  optical  character 
recognition  (OCR)  software  to  discern  the 
original  alphanumeric  content  and  store  it 
in  machine-readable,  searchable  form. 

‘We  couldn’t  have  done  this  two  years 
ago,”  said  Huggins,  citing  improvements  to 


'  “When  w'e  realized  that  our  network  of 
Merlin  systems  holds  about  7  million  ob- 
i  jects  in  North  America,”  the  company  ex¬ 
plains  on  its  Web  site,  “a  thought  occurred 
to  us:  Wouldn’t  it  be  neat  to  make  all  those 
i  images  available  to  everybody?” 

!  Since  setting  up  the  co-op,  Merlin-Net 


has  negotiated  for  authorized  resale  of  offi-  I 
cial  National  Football  League  photographs. 

1  In  fact,  as  of  last  week,  seven  of  the  portal’s 
i  10  most  popular  photos  were  football  im-  | 
ages.  The  best  seller,  though,  was  a  striking  | 
shot  of  the  last  full  moon  of  the  1900s,  seen 
I  shining  behind  a  Massachusetts  lighthouse. 

!  Merlin-Net  aspires  to  more  than  e-com¬ 
merce,  T/One  Marketing  Director  Peter 
B.  Leabo  said.  “We’re  trying  to  make  it  a  j 
1  community  site  as  w'ell.  We’ve  given  users  j 
!  from  newspaper  sites  opportunities  to  vote  j 
on  favorite  images,  to  share  photography 
tips,  and  really  get  involved.”  S) 


image  scanning  and  OCR  accuracy.  And  ] 
though  conceding  that  OCR  accuracy 
drops  to  about  60%  for  pre-1930s  materi-  | 
al,  he  maintains  that  it’s  a  good  rate  for 
newsprint  that  old,  and  that  results  can  be 
“re-optimized”  through  repeated  scanning.  i 

“Our  goal  in  the  next  two  years  is  to  have  i 

25  major-market  new'spapers  signed  up 
with  us,”  said  Huggins.  He  further  expect-  I 
ed  to  pick  up  a  dozen  or  so  newspapers 
through  contacts  made  at  Nexpo,  which  he 
called  “a  credibility  show  for  us”  as  the 
company  began  second  round  of  funding. 

The  company  said  newspapers  would 
pay  very  little  for  converting  microfilm  to 
digital  images,  after  which  they  receive 
royalties  on  use  of  their  images.  Newspa¬ 
pers  will  be  offered  e.xclusive  deals  and 
optional  links  with  their  own  Web  sites. 

Paper  of  Record  relies  on  Ottawa-based 
Coredge  Software’s  Columbus  Discoveiy' 
search  engine,  which  parses  ideas  in  one  or 
more  documents  for  organization  into 
themes  containing  links  back  to  the  ideas 
and  eventually  to  particular  items  that 
might  otherwise  never  have  been  located 
in  a  search.  Retrieved  material  is  displayed 
as  it  was  originally  printed.  It  is  not  con-  ; 
verted  into  plain  te.xt,  but  the  page  image 
can  be  enlarged.  The  search  engine  can 
read  six  languages,  but  obstacles  remain. 
Huggins  said,  for  example,  that  of  the  ap¬ 
proximately  400  Jewish  newspapers  ' 

around  the  world,  those  with  Yiddish  text 
still  cannot  be  read  by  OCR  software. 

Progressive  Technology  Federal  Systems 
Inc.,  Bethesda,  Md.,  is  already  more  than  a 
year  into  its  multimillion-dollar  contract 
with  the  Chicago  Tribune  to  create  a 
searchable  archive  from  much  of  its  stored 
paper  copies  dating  from  1849  (E^P,  April 
10, 1999,  p.  48).  “We  are  in  full  production” 
for  the  Tribune,  where  staffers  showed  up 
the  week  of  Nexpo  to  “start  streaming  the 
data  to  be  housed  on  the ...  server,”  said 
PTFS  Vice  President  Todd  Glass. 

Glass  said  PTFS  is  talking  with  three 
dozen  other  dailies,  many  looking  for  help 
to  cost-justify  such  projects  and  determine 
workable  business  models.  He  added  that 
PTFS  has  developed  a  photo-archiving  | 

module  “as  an  add-on  capability.” 

Glass  said  he  sees  a  trend  toward  a  more 
integrated  capability  of  presenting  all  pa¬ 
pers,  from  the  launch  to  the  latest  editions,  j 
combining  historic  archives  and  current 
electronic  libraries.  As  the  market  ma-  i 

tured,  he  said,  it  figured  out  it  doesn’t  ] 

make  sense  to  have  two  different  archives.  ; 

While  CNW  aims  to  make  use  of  page 
images  dating  back  decades,  even  centur-  i 
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ON  THE  SUPPLY  SIDE 


O  G  Y 


!  j  ies,  two  former  Southam/Hollinger  techni- 
1 1  cal  staffers  created  a  product  to  do  much 
j  the  same  thing  with  current  electronic  page 
j  images.  Alan  Berze’s  and  Bob  Freeman’s 
xtQ  softweu-e  is  the  “only  completely  auto-  j 

mated  tool  to  extract  fielded  data”  from  I 
QuarkXPress,  said  fellow  Southam  alum 
James  Mackintosh,  business  development 
I  director  of  their  new  company.  Experience  | 

I  Technology  Inc.  (XTI),  Dundas,  Ontario. 

I  The  product’s  20-plus  algorithms,  said  | 
j  Mackintosh,  “look  at  geometry,  context,  | 

I  and  style  to  figure  out  what’s  on  a  page.”  To  j 

I  be  most  usefiil,  he  continued,  xtQ  is  config-  i 

I I  ured  for  each  site  by  adding  or  changing  i 

:j  fields.  It  ignores  ads  by  setting  up  a  rule  ! 

! !  that  instructs  it  to  examine  file  paths.  1 

I  j  It  also  associates  photos  with  correspon- 

!  ding  stories.  But  because  the  system  is  de- 
i  signed  primarily  to  distinguish  rather  than 
I  to  relate,  it  is  up  to  a  staffer  to  decide 
I  whether  to  join  a  main  story  with  its  side-  j 

il  bar.  It  does  recognize  jump  notes,  searching  | 
j  j  for  the  best  matches  with  keywords  in  sto-  ! 
I  j  ries  on  noted  pages  to  find  the  continua- 
j  I  tions.  After  a  check  of  xtQ’s  judgment,  a 

I  j  mouse  click  joins  separated  segments, 

j  j  XPress  files  routed  through  a  tagging 
engine  are  exported  “to  any  database  that 
can  be  tagged”  in  extensible  markup  1 

I  i  language  or  other  format,  said  Mackin-  ! 

I  j  tosh.  An  add-on  module  used  by  The  De-  \ 

I  troitATews,  xtWautomaticallyconverts  | 

I  j  page  elements  to  hypertext  markup  | 

j  language  and  sends  them  to  a  Web  site.  i 

“We  have  about  90%  of  the  Canadian 
!  market  that  uses  Quark  —  which  is  about 
[  90%  of  the  market,”  said  Mackintosh.  | 

!  Among  its  150  licensees  are  the  St.  Louis 
I  Post-Dispatch  and  The  Columbus  (Ohio) 
j  Dispatch.  Gannett  Co.  is  a  new  customer. 

!  XTI  also  offers  the  browser-based  xtA 
archive  that,  at  $5,000,  said  Mackintosh,  | 
j  offers  95%  of  a  big  Oracle  archive’s  features  i 

j  for  5%  of  the  cost.  XtQ-extracted  content  j 

j  passes  via  HTML  templates  to  xtA,  which  | 

I  j  shows  thumbnails  of  photos  that  appeared 

I I  with  stories.  Three  search  levels  are  avail- 

i  able  with  the  Verity  or  Microsoft  Index  Ser- 

i  i  ver  search  engine.  Results  are  displayed  as 
j  text  or  PDFs  of  pages  containing  the  text. 

I  XtA  wasn’t  shown  at  Nexpo  because 
[  I  XTI  was  in  the  booth  of  Gannett  Media 
'  I  Technologies  International,  seller  of  the 
I  competing  DCS4  archive.  But  xtQ  and  xtW 
[  I  are  now  sold  as  part  of  GMTI’s  Digital  Col- 
j  I  lections  product  line.  “It’s  the  leverage  that 
j  j  we’ve  needed  to  allow  us  to  sell  more  j 

I  j  archive  systems,”  said  GMTI  Marketing  j 

j  I  Director  Michael  J.  Tucker,  who  counted  | 

I I  XtQ  commitments  Ifom  10  buyers.  1!  ! 
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EQUIPMENT 

PREPRESS 

T/One  Inc.,  Quincy,  Mass. 

Sold  a  centralized  Merlin  archive  to  the 
Wisconsin  State  Journal  and  The  Capital 
Times,  both  in  Madison,  the  LaCrosse 
(Wis.)  Tribune,  and  The  Journal  Times, 
Racine,  Wis.  Hosted  on  a  four-CPU  Com-  i 
paq  Proliant  5500r  server  in  Madison  (with  j 
108-gigabyte  disc  array  and  100-DVD  juke- 
box),  the  system  holds  each  paper’s  collec¬ 
tion  separately.  The  papers  will  be  able  to 
share  photographs  according  to  rules  they 
set.  The  Merlin  client  application  offers  full  i 
asset-management  functions:  the  Webmas-  i 
ter  allows  quick  searching  and  retrieval  via 
browser.  Lee  Enterprises  owns  all  except  i 
the  The  Capital  Times,  which,  with  the  State  \ 
Journal,  is  part  of  Madison  Newspapers. 

Earlier,  T/One  sold  Merlin  4  client  soft-  i 
ware  to  the  Post-Tribune,  Gaiy,  Ind.,  for  ac-  j 
cess  to  its  images,  which  it  archives  on  the  ! 
Merlin  system  server  at  its  sister  Hollinger 
paper,  the  Chicago  Sun-Times,  via  FTP. 

Excalibur  Technologies 

Vienna,  Va. 

Will  provide  its  RetrievalWare  search 
functionality  for  The  Augusta  (Ga.)  Chron-  \ 
icle  electronic  archive,  which  will  permit  I 
online  readers  to  search  through  almost  a 
million  pages  now  being  digitized  from  mi¬ 
crofilm  that  covers  all  but  1785,  the  paper’s 
first  year  of  publication.  RetrievalWare  uses 


concept  and  pattern  searching  to  overcome 
errors  in  optical  character  recognition. 

Bent  Pencil  Group,  Houston 
Suspended  negotiations  to  purchase 
Multi-Ad  Services  Inc.,  Peoria,  Ill.  (E^P, 

March  13,  p.  16),  because  it  could  not  reach 
agreement  on  valuation. 

POST-PRESS 

Muller  Martini  Corp. 

Hauppauge,  N.Y. 

Installed  a  Minuteman-TV  Program 
saddle-stitching  line  at  the  Spencer  (Ind.) 
Evening  World.  The  paper  evolved  from  a 
hometown  daily  into  a  multibusiness  oper¬ 
ation  that  also  owns  four  weekly  publica¬ 
tions  and  World  Arts  Inc.,  a  commercial 
printer.  The  Minuteman  folds,  stitches, 
trims,  and  delivers  TV  programs  and 
commercial  work  ready  for  inserting  or 
delivery  to  commercial  customers. 

BUSINESS  SYSTEMS 

NTI  Newspaper  Technologies 

Calgary,  Alberta 

Negotiated  with  London-based  Associat-  j ! 

ed  Newspapers  Ltd.  for  the  sale  of  a  News¬ 
line  circulation  system  for  the  Daily  Mail, 
the  Mail  on  Sunday,  The  Evening  Stand¬ 
ard,  and  regional  dailies  printed  at  25  sites 
for  distribution  in  the  United  Kingdom  and 
abroad.  Group  Technology  Director  Allan 
Marshall  said  NTI’s  “technology  direction 
...  parallels  our  intranet-based  application 
deployment  and  e-commerce  objectives.” 


limbec 


Mr.  Denis  A.  Turcotte,  President  of  the  Tembec  Paper  Group,  is  pleased 
to  announce  the  appointment  of  Chris  Black  as  Vice  president  - 
Sales  &  Marketing. 

Mr.  Black  has  over  seventeen  years  of  experience  in  both  the  pulp  &  paper 
and  heavy  equipment  industries  in  various  disciplines  including  finance, 
sales  and  marketing.  Mr.  Black  holds  a  Bachelor  of  Arts  (BA)  degree  in 
Economics  and  a  Master  of  Business  Administration  (MBA)  degree  from 
York  University  in  Toronto. 


The  Tembec  Paper  Group  produces  and  markets  newsprint  and  printing 
papers  throughout  North  America  with  production  facilities  in  Manitoba, 
Ontario  and  Quebec.  Tembec  is  a  major  Canadian  integrated  Forest  Products 
Company  with  sales  of  over  $2.2  billion  and  is  a  public  Company  that  trades 
on  the  Toronto  Stock  Exchange  under  the  symbol  TBC. 
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^  EAR  BOOK 


I  Dailies  throughout  the  world 
including  contact  names/titles, 
addresses,  phone/fax  numbers, 
local  population,  circulation, 
subscription  rates,  mechanical 
specs,  equipment,  news  services 


VOL.  1 

•  U.S.  &  Canadian  Dailies 

•  U.S.  &  Canadian  Newspaper  Groups  &  Special  Dailies 

•  Foreign  Newspapers 

•  News,  Picture  &  Syndicated  Services 

•  Equipment/Interactive  Products  &  Services 


^  EAR  BOOK 


VOL.  2 

•  U.S.  &  Canadian  Community  Weeklies 

•  U.S.  &  Canadian  Shopper/TMC  Publications 

•  U.S.  &  Canadian  Specialty  &  Niche  Publications 

•  U.S.  &  Canadian  Weekly  Newspaper  Groups 

•  Other  Organizations  &  Industry  Services 


and  more! 

I  Community  papers,  shoppers, 
TMC’s,  specialty  and  niche 
publications:  alternative,  black, 
ethnic,  religious,  gay  and  lesbian. 


\MI()'S  WHERE 


VOL.  3 

Alphabetical  listing  of  personnel  from  Dailies,  Weeklies,! 
Groups,  Services,  Shopper  and  Niche  Publications. 

I  •  Name,  Title,  Company,  Phone,  City  &  State 


I  Web  site  addresses,  ad  rates, 
installed  equipment,  special 
editions/sections,  newsprint  and 
other  commodity  consumption. 


Call  1-888-612-7095  to  Order 
Buy  the  3  Volume  Set  for  only  $200  and  Save  40% 

Also  available  on  CD-ROM  for  Windows®  and  Macintosh®. 

Targeted  Searches  -  Data  Exports  -  Customized  Mailing  Lists 
Call  (800)  336-4380  ext.  5207  for  details  or  order  online  at  www.editorandpublisher.com 


tne  leaa  in  rmciing 
out  whether  Ellis 
Wayne  Felker  was 
killer  or  victim. 


Dead  wrong? 


THREE  PAPERS 

The  Atlanta  Journal-Constitu- 
tion  realized  the  execution  of  Ellis 
Wayne  Felker  was  clearly  more 
than  a  local  story.  If 
it  could  be  shown 
that  the  Georgia  man 
was  wrongly  put  to 
death  in  1996  for 
raping  and  killing  a 
woman,  the  implica¬ 
tions  for  the  death- 
penalty  debate  could 
be  huge  —  for  propo¬ 
nents  of  capital  pun¬ 
ishment  have  always 
argued  that  not  a 
single  case  of  a 
wrongful  execution 
has  ever  been  fully 
documented.  The 
case  was  in  the  A/C" s 
own  back  yard,  and 
the  paper  had  been 
following  it  from  the 
start.  Shouldn’t  the 
AJC  be  the  one  to 
break  the  story  to 
the  world? 

Trouble  is,  others  were  thinking  the 
same  thing.  So  as  the  A/C  prepared  to  get 
a  court  order  allowing  Felker’s  DNA  to  be 
tested,  another 
paper  beat  it  to 
the  punch. 

“The  D.A.  said, 
‘Well,  The  Boston 
Globe  is  calling, 
too,’”  said  Jim 
Walls,  director  of 
special  projects  for 
AJC%  Jim  Walls:  the  A/C.  “Obvious- 

Testing  1,2,3  ly,  we  got  a  little 

competitive.  Then 
we  found  ‘60  Minutes  IF  going  through 
boxes  of  evidence  with  gloves  on.”  The 


THE  BEST  —  AND  REST  —  OF  THE  PRESS 

‘The  crackle  may  he  in  new  technology,  but  the 
revenues  are  still  found  amidst  dead  trees:' 

—  DAVID  CARR,  INSIDE  MEDIA 


Photo  of  the  week 

HEUBEm  FOI HEIVIN 

j  ALEX  GARCIA,  CHICAGO  TRIBUNE,  JULY  28 

The  PATCHES  ON  THE  BACK  OF  THEIR  MOTORCYCLE  JACKETS 

declare  that  they  are  “Riding  for  the  Son”  —  and  they  don’t 
I  mean  George  W.  Bush,  These  bikers  bowed  their  heads  in 

I  prayer  at  the  conclusion  of  a  Christian  Motorcyclists  Association 
I  service  in  Clinton,  Ill.  The  group  claims  76,000  “prayer  warriors,” 
i  some  of  whom  claim  they  have  already  been  to  hell  and  back.  1! 
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AJC  quickly  joined  the  Globe's  request  to 
test  the  evidence,  as  did  “60  Minutes.” 

Not  to  be  left  out,  The  Macon  (Ga.)  Tele¬ 
graph  also  jumped  in. 

“It  was  a  big  local  story  for  us  years  ago, 
and  if  the  process  moves  forward,  we 
want  to  be  part  of  it,”  said  Cecil  Bentley, 
executive  editor  of  the  Telegraph.  CBS 
News  wouldn’t  comment  on  when  or  how 
it  became  interested  in  the  case. 

Naturally,  lawyers  quickly  got  involved, 
and  a  flurry  of  conference  calls  ensued  to 
discuss  how  to  pay  for  the  testing  (the 
four  will  split  the  cost)  and  how  to  re¬ 
lease  the  results.  As  it  stood  last  week,  the 
,  district  attorney 
!  will  release  the 
DNA  findings, 
probably  within 
;  two  months. 

I  Bentley,  acknowl- 
I  edging  the  general 
I  belief  that  the  other 
i  two  newspapers  are 
motivated  bv  an 

Stab  in  the  dark  anti-death-penalty 

stance,  stressed  that 
the  Telegraph's  motives  are  nonpolitical. 
“This  is  not  a  case  to  take  a  stab  at  capital 
punishment  or  clear  Felker’s  name,”  he 
said.  His  paper  simply  doesn’t  “want  to 
take  a  back  seat  to  anyone.” 

Ben  Bradlee  Jr.  also  denied  that  it  is  the 
Globe's  goal  to  erode  support  for  capital 
punishment.  Bradlee,  deputy  managing 
editor/projects,  said  the  Globe  also  had 
been  following  the  case  for  some  time  and 
“identified  it  as  one  of  several  where  there 
might  be  the  possibility  that  a  man  was  ex¬ 
ecuted  wrongfully. ...  If  someone’s  been 
wrongfully  executed,  it’s  a  huge  story.” 

The  story  remains  important,  but  Wells 
and  Bradlee  admit  that  knowing  they 
won’t  have  an  exclusive  anymore  takes 
some  of  the  fizz  out  of  their  investiga¬ 
tions.  “I’m  not  thrilled,”  Bradlee  said. 

“You  undertake  a  news  story,  you  w'ant  to 
uncover  it  alone.”  —  Lucia  Moses 

^  ONLY 
THE  BEST 

£&P  accepts  submissions  from  news¬ 
papers  for  “Photo  of  the  Week”  and 
other  features  in  this  section.  Please 
send  to  either  hottype@editorand 
publisher.com,  or  “Hot  Type,”  Editor  & 
Publisher,  770  Broadway,  New  York, 
NY  10003-9595.  Submissions  cannot  | 
be  returned. 


Grande  allusion 


The  longtime  love  affair  be- 
tween  coffee  and  the  morning 
paper  just  became  official:  TheNeu 
York  Times  and  the  Starbucks  Corp.  have 
tied  the  knot.  Under  the  terms  of  a 
three-year  contract  effective 
Oct.  1,  the  Times  will  supplant 
USA  Today  as  the  national 
newspaper  provided  for  the 
11  million  weekly  patrons  of 
Starbucks,  while 

the  coffee  king  1 

will  benefit  from  ^ 

increased  adver-  ^ 

tising  and  promo¬ 
tions  sponsored  by  the  paper. 

The  deal  is  part  of  the  New  York  Times 
Co.’s  corporate  strategy'  to  increase  its 
flagship  paper’s  circulation  totals  by 
250,000  daily  and  300,000  on  Sundays 
within  10  years.  “Given  the  demographics 
of  our  consumers,  it’s  a  good  fit,”  Cather- 


fnten  1  ional  Downing 


ine  Mathis,  vice  president  of  corporate 
j  communications  for  the  Times  Co.,  told 
I  E&P.  She  points  out  that  both  Times 
!  readers  and  Starbucks  patrons  tend  to  be 
affluent,  educated,  “high  quality” 
consumers  that  advertisers 
love  to  target,  and  that  there 
are  many  opportunities  for 
co-branding  of  products. 
Perhaps  a  Timesuccino 
drink  is  in  the 

lorRSitne?  Ztir 

^  —  According  to 

Cathy  Park,  manager  for  public  rela¬ 
tions  at  the  Times  Co.,  individual  Star- 
bucks  shops  can  carry  other  newspapers 
to  meet  customers’  demands,  but  the 
J  Times  will  be  the  only  paper  to  be  distrib¬ 
uted  nationally.  So  what’s  next?  A  USA 
Today jDarikm'  Donuts  deal? 

—  Erin  Whalen 


First  she  brought  you  the  Staples 
Center  debacle.  Now  she  gives  you 
God.  Kathryn  Downing,  former  Los 
Angeles  Times  publisher,  pushed  out  at  the 
paper  after  the  recent  Tribune  Co.  mmmm 
purchase  of  the  Times  Mirror  Co., 
wall  put  a  different  spin  on  “revenue 
sharing”  in  her  new  position  as 
chief  executive  of  Mypotential.com, 
a  Web  startup  founded  by  New  Age 
guru  Deepak  Chopra.  Downing 
calls  this  a  “wonderful  offer.” 

Chopra  already  has  a  strong  Web  IB 
presence  via  chopra.com,  and  his  Running  out  of 
most  recent  book,  “How  to  Know  Staples:  Kathryn 

God,”  has  a  site  of  its  own.  LATyllfe/chiet 

Downing  is  the  latest  high-pro-  follows  new  guru, 
file  newspaper  figure  to  flee  to  the  Deepak  Chopra. 
Web.  Last  month,  two  top  editors 
at  the  New  York  Daily  News,  Deb- 
by  Krenek  and  Arthur  Browne,  lit¬ 
erally  went  to  the  dogs,  jumping  to 
PetPlace.com  —  apparently  a  fetching  op 
portunity  they  could  not  decline.  11 


mypotcntial.com 
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-FEATURES  AVAILABLE- 


ENTERTAINMENT 


Hollywood  News  and  Gossip  column. 
Fax  request  for  samples  and  rates  to: 
847-446-4804 


FEATURES  AVAILABLE 


DOWNLOAD  FREE  FEATURE  HOME 
ARTICLES  FROM  OUR  WEB  SITE. 
www.wdfarmerplans.com/featurehomes 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-7617 


WEEKLY  COLUMN 


NATURAL  HEALTH  MEDICAL  COLUMN 
Weekly  syndicated  column  on  natural 
health  and  alternative  medicine  by  Kent 
DeLong  M.D..  Medical  Director  of 
Vitamins. com.  No  cost  to  weekly  pub¬ 
lications.  Samples  and  rates. 

Kris  (909)  790-6461 
Or  E-mail  to  idcorp@prodigy.net 


RODEO  DIGEST  brings  your  readers  the 
latest  in  rodeo  news.  For  samples  and 
rates  call  (817)  247-6016  or  E-mail: 
wild  horsesyndicate@att .  net 


--ANNOUNCEMENTS-'  J| 


NEWSPAPER  APPRAISERS 


APPRAISALS  &  Formal  Business  Plans 
KAMEN  &  CO.  GROUP  SERVICES 
E-mail:  kamenandco@aol.com 
Tampa,  FL  (727)  786-5930 
NY  (516)  379-2797 
Fax  (516)  379-3812 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 


WHAT’S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It’s  Free! 
www.mediamergers.com 


NEWSPAPER  BROKERS 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 


EXECUTIVE  SEARCH 


-ANNOUNCEMENTS- 


-EQUIPMENT&  SUPPLIES- 


NEWSPAPER  BROKERS 


780  Sold -Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S. West/West 
(505)  524-0122 

John  Szefc,  Midwest  (914)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2835 

BILL  MATTHEW  COMPANY 
conducts  professional,  confidential  negotia¬ 
tions  for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053  or  write  Box  3129, 
Clearwater  Beach,  FL  34630 

No  obligation  of  course. 


DORMAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 
13240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

RO.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Affiliated  with  Mel  Hodell 
Nationwide  Sales,  Acquisitions,  Mergers 
5196  Benito  St,  #11,  Montclair,  CA  91763 
(909)  626-6440,  Fax  (909)  624-8852 
www.media-broker.com 


Leader  in  Sale 
of  Community  K...  ^  ^ 
Newspapers 

Check  on r  References  ■■'Iw 
(214)  265-9300  Rickenbacher 
Rickenbacher  Media 
6731  Desco  Dr.,  D;illas,  TX  75223 
\vw-w,rickenhachermedi'.i.com 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 

(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 


EXECUTIVE  SEARCH 


Executive  Search  Consultants 


"Our  Associates  are  former  newspaper  execs  with  over  70  years 
experience.  Call  me  for  a  confidential  discussion  of  your  needs." 

Ron  Haas  &  Associates 

713-977-8955  Fax  71 3-977-9656 
e-mail:  rhaas@rhaas.com 


www.editorandpublisher.com 


NEWSPAPER  BROKERS 


MICHAEL  D.  LINDSEY 
Experienced  —  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 
www.publicationsforsale.com 


PHILLIPS  PROPERTIES,  INC. 
Consultants  -  Investments 
Management  -  Brokers 
RO.  Box  219 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 

"A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
bolitho.com 


NEWSPAPERS  FOR  SALE 


FOR  A  LIST  OF 
Publications  For  Sale  Go  To  ... 
www.mediamergers.com 


TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)476-3950 


CAMERA  &  DARKROOM 

NO  NONSENSE  50“  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)372-0372 


NEWSPAPER  APPRAISERS 


MAILROOM 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


FOLD  OR  FLAT  TYER 

Cycles  up  to  7200/hour  Onserts  and 
single  folds  up  to  350  pg.  broadsheets 
for  home  delivery  or  onserts  and  ties  flat 
up  to  3“  max.  total  thickness  for  street 
sales.  Only  $11,800  Stepper,  Inc. 

Fax  (913)  782-2441 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817,  Fax  (770)  590-7267 


NEWSRACKS 


Coin  Operated,  Free  Distribution, 
Wire,  Plastic,  Wood,  Counter, 
Floor  &  Wall  ...  We  Have  It  All! 


Call  Now  (800)  243-3999 
Fax  (818)  764-5372 

NATIONAL  NEWSVEND 

7324  Greenbush  Ave.,  N  H.,  CA  91605 


PRESSES 

•  Goss  3:2  Folders  23  9/10",  22  3/4", 
22",  21  1/2",  21" 

•  New  or  Rebuild  Goss  R.T.P.  42"  + 
45" 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Harris  1650  folder  22  3/4” 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


NEWSPAPER  APPRAISERS 


Confidential  Appraisal  |  Bolitho-Cnbb 
for  Estate,  ESOP,  |  &  AsSOCiatCS 
Partners,  Bank,  Tax,  Publication  Brokerage 

Stock,  Assets  ; *  *  Appralaala 


We  have  sold  | 

thousands  of  | 

publishing  companies  | 
since  1923  | 


Please  call  us  to  discuss  your  options  in  a  sale 


dohn  Crfbb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozeman,  MT  59715 
jcrlbtxsimt.net 


Jtm  Hicks 
307-684-9407 
336  US  16  East, 
Buffalo,  WY,  82^ 
ifhicks9trib.com 


Tom  Karavakis 
941-403-4133 
3  Edgemere  Way  E., 


For  a  listing  of  publications  for  sale,  go  to  www.cribb.com 


AUGUST  7,  2000  EDITOR*  PUBLISHER  CLASSIFIEDS  Cl 


■  ^ 


Phone:  1-888-825-9149 


CLASSIFIED  ADVERTISING  -fcuc: (646) 654-5312 


770  Broadway,  New  York,  NY  10003 


-EQUIPMENT  &  SUPPLIES- 


HPREUSS®  EDITORANDPUBLISHER.COM 


-INDUSTRY  SERVICES- 


ADVERTISING  SERVICES 


CURRENTLY  AVAILABLE  FROM  INLAND 

•  6-unit  GOSS  URBANITE  with  U-1032 
folder  (press  is  refurbished) 

•  GOSS  URBANITE  tri-color  units  with 
1 0-side  color  deck  (U-807  &  U-797) 

•  7-unit  &  8-unit  GOSS  COMMUNITY 
presses  each  consisting  of  an  SSC 
folder,  C,  SC,  and  SSC  units 

•  8-unit  GOSS  SSC  with  SSC- 184 
folder,  1985  vintage  units  with  drop 
down  levers  and  RCR 

•  GOSS  SSC,  SC  &  COMMUNITY  units  - 
stacked  or  floor  position 

•  5-unit  HARRIS  V15C  with  JF7  &  30 
HP  drive,  1981  vintage 

•  One  5-unit  and  one  6-unit  HARRIS 
VISA  presses  with  JF7  &  30  HP  drive 

•  Two  6-unit  NEWS  KING  presses  with 
stacked  sets  of  units 

•  4-unit  NEWS  KING  with  KJ6  and  30 
HP  motor  and  drives 

•  22“  GOSS  COLORLINER,  27  printing 
couples,  double  3:2  160-page  folder, 
nine  45"  RTP's  - 1990  vintage 

•  5-unit  HARRIS  1660  with  double  2:1 
folder,  air  angle  bars,  two  200  HP 
motors,  five  MEG’s, 

Inland  Newspaper  Machinery 
P.O.  Box  15999,  Lenexa,  KS  66285 

(913)  492-9050  •  Fax  (913)  492-6217 


DON’T  SELL  YOUR  PRESS 
Until  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

"Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses" 

PRESSES  WANTED:  HARRIS  V25  V22 
V15A  V15D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 

Tel:  (913)  648-2000 
Fax:  (913)648-7750 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses,  AL  TABER 
(770)  552-1528,  Fax  (770)  552-2669 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 
MOUNTAIN  STATES,  INC. 

(800)257-3045 

www.msicylinders.com 


WANTED  TO  BUY 


WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitchers/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


Post-H^/Jofs  by 

NoteAdSdCOm 

NoteAds.com,  Inc.  Is  your  source  for  the 
printing  and  placement  of  Post-ir  Note  ads. 

•  Proven  to  enhance  readership  and  response 
of  yoitf  print  me<te  advertising. 

•  Autixirized  distributor  3U. 


CIRCULATION  SERVICES 


38  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)550-1515 
Eric  Southward 
www.metro-nevvs.com 


CIRCULATION  SERVICES 

The  Prepaid  Subscription  Leader 
Prepaid  Subscription  Sales 
Consumer  Marketing  Data 
Custom  Programming 
Verification  &  Retention 
1-888-343-0470  ext  109 
Learn  More  At: 

vvww.clrculationservices.com 


MARKETING  PLUS  INC. 
Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus  Quan¬ 
tity  sales!  Phone  (732)  738-5100,  Fax 
(732)738-5115 
E-mail  JanMont@Earthlink.com 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 
WWW.PROSTARTS.COM 


CIRCULATION  SERVICES 


SPECTRUM  MARKETING  SERVICES 
A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 


WE  ARE  HEADLINE  MARKETING.. 

We  market  your  headline  for  distribution 
to  hotel/motel  rooms.  A  local  headline 
for  a  local  room.  Help  us  to  help  you  to 
win  back  this  market.. .Thank  you  for  the 
time  and  opportunity  to  serve  you. 
Please  call:  Scott  or  Tim  at: 

(314)  731-1948 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds,  schedul¬ 
ing  &  circulation.  Fake  Brains, 

(303)  791-3301  www.fakebrains.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  ladder- 
ways?  Dirty  air  handling  systems,  duct 
work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2 1 1 0 


(256)  997-9355  Fax  (256)  997-9656  TELEMARKETING  PROF.  INC. 

-  Paper  People  specializing  in  stop  savers,  con- 

WANTED:  Presses  -  Inserters  versions,  new  hook-ups  &  cold  calling.  On 

Call:  Bill  Kanipe  or  Al  Taber  the  spot  verification,  state-of-the-art  equip- 

ALTA  Graphics  Inc.  ,„ent  &  everything  done  under  one  roof, 

(770)  428-5817,  Fax  (770)  590-7267  contact:  Al  Schreibman:  (800)  830-3776 
C2  EDITOR& PUBLISHER  CLASSIFIEDS  AUGUST?,  2000 


ACADEMIC 


GENERAL  MANAGER,  STUDENT  MEDIA 
(DIRECTOR,  STUDENT  AFFAIRS) 
Florida  International  University  is  a  com¬ 
prehensive  urban  institution  that  is  part 
of  the  Florida  State  University  System. 
Located  in  Miami,  the  University  serves  a 
culturally  diverse  population  of  over 
31,000  students.  The  Student  Affairs 
Division  offers  a  full  range  of  services  and 
programs  designed  to  meet  the  needs  of 
students  and  support  the  academic 
mission  of  the  University, 

The  General  Manager  of  Student  Media 
will  advise  the  weekly  student  newspa¬ 
per,  The  Beacon.  The  advisor  should 
possess  excellent  management  skills  and 
have  experience  in  developing  financial 
at.d  advertising  plans  for  a  student 
newspaper.  The  general  manager  will 
also  supervise  the  advisor  for  the  student 
FM  radio  station  and  the  student 
yearbook  and  be  responsible  for  assisting 
with  all  aspects  of  their  operations. 
Minimum  requirements:  a  Master’s 
degree  in  journalism  or  closely  related 
field  and  six  years  of  experience  in  stu¬ 
dent  publications  advising;  or  a 
Bachelor’s  degree  in  an  appropriate  area 
of  specialization  and  eight  years  of 
appropriate  experience.  Experience  in 
desktop  publishing  and  radio  station 
advising  also  helpful.  Salary  and  benefits 
are  competitive. 

The  closing  postmark  deadline  for  this 
position  is  September  22.  Resume, 
names  of  three  references  with  current 
telephone  numbers,  and  a  copy  of 
appropriate  transcripts  or  diploma  should 
be  sent  to: 

Dr.  Larry  Lunsford 
GC219 

Florida  International  University 
Miami,  FL  33199 
Please  reference  Position 
#62483  in  your  letter. 

FlU,  a  member  of  the  SUS,  is  an 
EO/E/VAA  Employer 


ACCOUNTING 


BUSINESS  MANAGER 
Newspaper  publishing  and  printing 
company  seeks  experienced  person  to 
head  up  accounting  and  related  financial 
functions,  supervising  a  staff  of  seven. 
Responsibilities  include  monthly  finan¬ 
cial  and  management  reports,  budget¬ 
ing,  A/R,  A/P,  internal  controls  and  G/L 
account  reconciliation.  Position  requires 
outstanding  communication  and  prob¬ 
lem-solving  abilities,  superior  computer 
skills  and  a  strong  technical  accounting 
background.  Experience  with  Great 
Plains  a  plus.  Candidates  should  have  a 
B.A.  in  accounting.  New  office  location 
in  Freehold,  New  Jersey.  Great  benefits 
plus  401(k)  plan.  Send  resume  with 
salary  requirements  to: 

Linda  Vinci,  Human  Resources 
Greater  Media  Newspapers 
RO.  Box  5001,  Freehold,  NJ  07728 
Fax:  (732)  780-3965 


CUSSIFIED  ADVERTISING  DEADLINES 

In-Column  Advertisements;  Tue.stlay  noun  (ESTjfor  following  Saturday 
Classified  Display:  Friday  5pm  (F.ST)  8  days  prior  to  publicaticrn 

www.editorandpubllsher  com 


place. 


888.825.9149 


Phone:  1-888-825-9149  -  CLASSIFIED  ADVERTISING 


~  Fax :  (646)  654-5312 


770  Broadway,  New  York,  NY  10003 


HPREUSS@EDITORANDPUBLISHER.COM 


ADMINISTRATIVE 


GENERAL  MANAGER 
A  well-established,  privately  held  media 
group  is  experiencing  considerable 
growth.  We  seek  a  general  manager  for 
a  midwestern  publication,  distribution 
20,000-1-.  Highly  developed  sales 
abilities,  sales  planning,  and  marketing/ 
promotions  talents  are  sought.  Well- 
rounded  knowledge  of  operations  a  plus. 
Demonstrated  positive  leadership  and 
the  desire  to  exceed  expectations  regard¬ 
ing  revenue  growth,  customer  service, 
and  community  presence  are  essential. 

Our  company  offers  a  very  competitive 
compensation  package  including  salary 
and  a  substantial  performance-based 
bonus.  A  generous  matching  of  the 
401(k)/profit  sharing  plan  and  a  range  of 
benefits  are  offered  when  you  join  our 
organization.  Relocation  reimbursement 
available,  depending  on  circumstances. 

If  you  would  like  to  make  a  difference 
and  are  looking  for  an  organization  that 
recognizes  “stand-out”  performance,  we 
welcome  your  inquiry. 

Interested  applicants  should  forward  a 
resume  to: 

Box  01299,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


GOT  TALENT? 

Need  a  new  challenge,  position  or  geo¬ 
graphic  change?  Visit: 

www.BrehmCommunications.com 


OUTSTANDING  NEWSPAPER  EXECUTIVE 
SOUGHT  FOR 

ASSOCIATE  DIRECTOR  POSITION 
AT  THE  AMERICAN  PRESS  INSTITUTE 
We  are  looking  for  an  energetic  self¬ 
starter  to  research,  design  and  conduct 
seminars  for  newspaper  executives.  Our 
associate  directors  work  in  a  team-based 
setting  and  manage  all  aspects  of 
seminar  staging,  including  program 
design,  membership  development,  and 
speaker  recruitment  and  training.  They 
also  are  expected  to  write  for  publication, 
speak  at  professional  conferences  and 
serve  as  an  industry  resource.  This  posi¬ 
tion  handles  primarily  business-side  pro¬ 
grams  -  experience  in  newspaper  advertis¬ 
ing  or  marketing  highly  desirable. 

Creativity,  strong  project-planning  skills, 
time  management  and  personal  organiza¬ 
tional  skills,  a  passion  for  customer  ser¬ 
vice  and  a  personal  commitment  to  improv¬ 
ing  newspapers  are  essential.  API  is  an 
independent,  not-for-profit  organization 
based  in  Reston,  VA.  It  is  the  oldest  and 
largest  center  offering  training  and  man¬ 
agement  development  solely  for  newspa¬ 
per  practitioners  and  journalism  edu¬ 
cators. 

API  is  an  equal  opportunity  employer  and 
encourages  applicants  of  color.  Send  a 
cover  letter,  resume  and  salary  require¬ 
ments  tO: 

Carol  Ann  Riordan 

Director  of  Programming  and  Personnel 
American  Press  Institute 
11690  Sunrise  Valley  Drive 
Reston,  VA  20191-1498 


"I  hate  to  ba.sh  the  metlia.  hut  these  gas- 
hags  feetl  the  prohlem.” 

-Hil!  M.ihcr.  host,  i’oliiically  IrRorrcct."  1999 

www.edltorandpublisher.com 


ADMINISTRATIVE 


PUBLISHER/ADVERTISING  DIRECTOR 
An  awatd-winning  5-day  daily  newspa¬ 
per  in  Zone  6  needs  an  individual  with 
good  people  skills,  knowledge  of  small¬ 
town  newspapers,  and  extensive  advertis¬ 
ing  sales  management  experience.  This 
4,600  circulation  newspaper  is  part  of  a 
small,  growth-oriented  group.  Com¬ 
petitive  salary  and  compensation  plan. 
Please  send  a  resume  and  cover  letter 
including  income  history,  to: 

Box  01304,  Editor  &  Publisher 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


ADVERTISING 


ENTREPRENEUR/SALES  DYNAMO 
Sunbeit-based  newspaper  online  com¬ 
pany  seeks  enthusiastic,  proven  leader 
to  direct  sales/marketing  of  three  papers; 
help  develop  and  lead  sales  staff  for  all 
three.  If  you  love  sales,  are  full  of 
creative  ideas,  enjoy  managing  and  grow¬ 
ing  sales  people  and  want  a  piece  of  the 
action,  this  is  the  place.  Base:  $50K, 
plus  bonus,  stock  options,  car,  full  bene¬ 
fits.  Total  circulation  of  papers  45,000. 
Send  replies  to  Box  01319,  Editor  & 
Publisher,  770  Broadway,  7th  Floor, 
New  York,  NY  10003, 


ADVERTISING  DIRECTOR 
Immediate  opening  for  Advertising 
Director  for  lOK,  six  day  daily,  plus  TMC 
in  Zone  6.  We  seek  a  person  with  lead¬ 
ership  skills;  one  that  can  establish, 
meet  and  exceed  sales  goals;  and  motivate 
and  train  the  staff.  Please  E-mail  your 
resume  and  cover  letter  detailing 
qualifications  and  salary  expectations  tO: 

MikeThornberry 
The  Duncan  Banner 
PO.  Box  1268,  Duncan,  OK  73534 
mgthornberry@cnhi.com 


ADMINISTRATIVE 


ADVERTISING 


ADVERTISING  EXECUTIVE 
For  the  Idaho  Mountain  Express,  Idaho's 
largest  award-winning  weekly  newspa¬ 
per,  and  related  publications  in  beautiful 
Sun  Valley,  Idaho.  Looking  for  mot¬ 
ivated,  personable  and  organized  person 
who  enjoys  mountain  living.  Background 
in  marketing  and  publications  preferred, 
but  will  train.  Competitive  compensation 
and  benefits.  Send  resume,  references 
and  salary  requirements  tO: 

James  Mitchell,  Advertising  Manager 
Idaho  Mountain  Express 
RO.  Box  1013,  Ketchum,  ID  83340 
Or  E-mail:  advertising@mtexpress.com 


ADVERTISING 


ADVERTISING 


CLASSIFIED  SALES  MANAGER 
100,000-1-  daily  newspaper  in  FL  needs 
dynamic,  energetic  individual  to 
motivate,  train  and  sell  in  a  highly  com¬ 
petitive  market.  Minimum  3  years  news¬ 
paper  experience,  preferably  in 
Classified.  Ability  to  develop  new 
revenue  streams  and  increase  market 
share  a  must.  Salary  plus  monthly  and 
annual  incentives.  Full  benefits  package. 
Send  resume  with  salary  history  tO: 

Shari  Couch,  Herald-Tribune 
RO.  Box  1719,  Sarasota  FL  34230 
(94 1 )  957-51 5 1 ;  Fax  94 1  -957-5235 
E-mail:  shari.couch@herald-trib.com 


ADVERTISING 


THE  BEST  IN  THE  BUSINESS"  ' 

I  jS  LOOKING  FOR  THE  BEST  IN  BUSINESS 


EDITOR  &  PUBLISHER  is  looking  for  an  outstanding  sales  talent  for  our 
classified  advertising  department.  Our  classifieds,  the  most  successful  section 
of  its  kind  in  the  trade  magazine  business,  are  sold  over  the  phone,  but  you 
should  have  the  style,  smarts,  and  sophistication  of  an  outside  sales  person, 
because  this  is  no  ordinary  classified  phone  job.  Our  classified  generates  lots 
of  revenue,  so  we  are  looking  for  someone  who  can  handle  important  existing 
business  while  prospecting  for  new  accounts.  The  job  is  challenging,  never 
dull,  and  there  is  ample  chance  for  advancement.  You  will  be  working  for  a 
major  international  publishing  company  that  offers  generous  salary  and  com¬ 
mission,  terrific  benefits,  a  friendly  work  environment  with  great  people,  and  a 
new  New  York  headquarters  in  one  of  the  most  exciting  parts  of  Manhattan. 
Sales  experience  preferred,  but  we  also  welcome  entry-level  folks.  If  you  are 
ready  to  grow,  if  you  are  ready  to  make  money  for  yourself  and  for  us,  fax  your 
resume  to: 

Mr.H.  I.at  (646)  654-5312 
(that’s  a  Manhattan  number) 

We  are  an  equal  opportunity  employer 


ADMINISTRATIVE 


ADMINISTRATIVE 


The  Robert  C.  Maynard  Institute  for  Journalism  Education 

President  and  Chief  Executive  Officer 


Headquartered  in  Oakland,  California,  the  Maynard  Inslilule  is  a  23-year-old  national  non-profit  center  whose  mission  is  to  atceleratc 
the  changes  necessary  for  news  media  to  reflect  a  multicultural  America  in  content,  staffing  and  business  operations.  The  Institute 
offers  editing  and  management  training  programs  as  well  as  direct  services  to  newsrooms  coast  to  coast. 

The  Prcsidcnt/CEO  is  a  public  advocate  of  the  In.stitutc's  mission  and  responsible  for  the  Institute's  financial  health,  program  devel¬ 
opment  and  operations.  The  ideal  candidate  is  a  dynamic,  visionary,  entrepreneurial  executive  with  enthusiasm  for  fund-raisrng. 

Additional  Qualifications: 

•  Journalism  and  news  industry  management  experience  with  exposure  to  business  side 

•  Well  respected  with  solid  connections  within  the  news  industry 

•  Strong  interpersonal  skills,  including  the  ability  to  work  well  in  a  multicultural  environment 

•  Excellent  communications  skills  -  written  and  oral,  including  public  speaking 

•  Embraces  and  understands  new  technology  and  the  impact  upon  the  news  industry,  jobs  and  coverage 

Compensation:  Commensurate  with  qualifications  of  the  candidate.  Contract  offered. 

Application:  Letter  with  resume  and  three  references,  should  be  sent  to: 

Mark  Trahant,  Chairman,  Maynard  Institute  Board  of  Directors 
Regular  Mail:  P.O.  Box  70,  Seattle,  WA  981 1 1 
Express  Delivery  Only:  1120  John  Street,  Seattle,  WA  98109 
Oakland  Office  Voicemail:  (510)  891-9206,  ext,  308 

For  more  details  on  the  opportunity  and  the  Institute,  visit  wvvw.maynardijc.org 
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ADVERTISING  EXECUTIVE  -  Senior  Level 
Want  to  be  an  industry  leader?  Then  join 
the  company  that  is  changing  the  media 
and  newspaper  consulting  landscape. 
Newspaper  Services  of  America  (NSA), 
the  country's  leading  print  media  com¬ 
pany,  is  seeking  a  motivated  experienced 
leader  to  join  their  Innovative  Media  Solu¬ 
tions,  (IMS)  division.  This  person  will 
assist  in  developing  and  growing  estab¬ 
lished  and  potential  business 
opportunities  within  the  newspaper 
industry.  Must  have  superior  sales/ 
presentation  and  asset  management 
skills,  and  a  comprehensive  understand¬ 
ing  of  overall  newspaper  operation. 
Overnight  out-of-state  travel  required, 
position  is  based  in  Chicago. 

Attractive  package  including  salary  plus 
bonus,  benefits,  401(k)  and  company 
stock  discount  purchase  program.  If 
interested  please  fax  or  E-mail  resume, 
salary  history  and  references  to: 

Larry  Maynard,  Vice  President 
Innovative  Media  Solutions 
Fax  (630)  577-0758 
E-mail  lmaynardl@nsamedia.com 


ADVERTISING  SALES 
SALES  MANAGEMENT  EXECUTIVE 
Looking  for  a  step-up  in  your  career? 
Ready  to  take  on  a  bigger  challenge? 
Here  is  a  great  opportunity  for  an  Ad¬ 
vertising  Sales  executive  to  lead  the 
sales  team  of  a  leading  weekly  news 
magazine  dedicated  to  the  Thoroughbred 
horse  industry.  Based  in  Lexington,  KY, 
you  will  be  responsible  for  continuing 
sales  growth,  managing  the  sales  force, 
developing  sales  strategy,  interfacing 
with  the  Editorial  team,  and  representing 
the  company  at  industry  events. 

We  offer  a  career  opportunity  with  a 
respected  &  growing  company,  a  salary 
that  reflects  your  experience,  an  incen¬ 
tive  plan  that  rewards  your  performance, 
and  excellent  benefits.  Requires  proven 
sales  achievements  in  the  publishing 
industry,  demonstrated  leadership  skills, 
a  stable  work  history,  and  a  strong 
desire  to  succeed.  EOE.  To  arrange  a 
personal  interview,  send  your  resume  by 
fax  to  (949)  855-0950,  by  E-mail  to 
hr@fancypubs.com,  or  mail  to  Staffing 
Department,  P.O.  Box  6040,  Mission 
Viejo,  CA  92690-6040. 


ADVERTISING  ADVERTISING 


MONITORWEEK  SALES  REPRESENTATIVE 


The  Christian  Science  Monitor  is  looking  for  a  Sales  Representative  for  MonitorWeek, 
its  national  news  weekly  and  companion  Web  site  for  local  newspapers.  The  Sales 
Representative  will  represent  MonitorWeek  to  local  newspaper  publishers  for 
inclusion  in  their  publications,  develop  new  sales  strategies,  identify  prospects, 
initiate  customer  contact,  and  maintain  relationships.  This  position  is  based  in  Bos¬ 
ton  and  will  spend  approximately  50%  of  its  time  travelling.  If  you  appreciate  the 
Monitor’s  Pulitzer  Prize-winning  approach  to  the  news,  have  strong  marketing, 
communication,  and  oral  presentation  skills,  combined  with  experience  in  direct 
sales  and/or  the  publishing  industry,  we  would  love  to  hear  from  you. 

Please  contact  us  at: 


The  Christian  Science  Monitor  '  ^ 

People  Services  Department,  A- 130 
175  Huntington  Avenue,  Boston,  IVIA02115 
Fax:  (617)450-3856  E-Mail:  jobs@csps.com 


ADVERTISING _  |  _ ADVERTISING 

RECRUITMENT  SALES  MANAGER 

Located  in  one  of  the  hottest  markets  in  the  country,  the  San  Jose 
Mercury  News  has  an  exciting  opportunity  for  a  Recruitment  Sales  Man¬ 
ager.  In  this  role,  you  will  manage,  lead,  and  develop  one  of  the  top  pro¬ 
ducing  Classified  Recruitment  Departments  in  the  U.S.  You  will  work 
with  the  Sales  staff  to  establish  and  achieve  advertising  sales  goals.  Addi¬ 
tionally,  you  will  work  directly  with  customers  to  develop  marketing 
strategies  that  effectively  meet  their  objectives,  and  develop  skills  and  com¬ 
petencies  of  sales  staff. 

Requirements  include:  4-year  college  degree  in  advertising  or  marketing. 
Minimum  of  4  years  experience  in  sales  and  marketing  management  with 
demonstrated  success  managing  and  developing  revenues.  Newspaper  advertising  or 
other  media  selling  experience  preferred.  Successful  experience  leading  change 
initiatives  and  developing  capabilities  of  team  members.  Excellent  team, 
interpersonal,  coaching,  written,  and  verbal  communication  skills.  Fluency  in 
Spanish  or  Asian  languages  is  highly  desirable. 

For  immediate  consideration,  you  may  apply  online  at: 

http://www.mercurynews.com/jobs 
Or  E-mail  resume:  jobs@sjmercury.com 

San  Jose  Mercury  News 

Human  Resources 

750  Ridder  Park  Drive,  San  Jose,  CA  95190 
EQUAL  OPPORTUNITY  EMPLOYER 


LOOKING  FOR  THAT  EXCELLENT 
CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at 
a  few  of  our  36  daily  newspapers.  VYe 
have  current  openings  in  Circulation, 
Editorial,  Advertising,  Production  and 
more.  Check  out  our  Career  Opportunity 
page  at  www.ogdennews/opportunities 
FEATURE  OPPORTUNITIES  THIS  WEEK: 

ADVERTISING  DIRECTOR 
Fort  Dodge,  lA  -  Award-winning  daily 
newspaper  with  over  20,000  circulation 
in  a  beautiful  growing  Midwest  city  is 
seeking  a  leader  for  its  advertising 
department.  We  are  looking  for  someone 
with  a  proven  track  record  of  increasing 
sales.  The  successful  applicant  must  be 
able  to  motivate,  train  and  lead  by  exam¬ 
ple  and  would  report  to  the  publisher. 
Experience  in  developing  and  implement¬ 
ing  a  successful  sales  campaign  is 
required.  Duties  include  supervision  of  out¬ 
side  and  inside  account  executives,  handl¬ 
ing  of  major  accounts,  coordination  of 
special  sections  and  promotions,  setting 
and  achieving  monthly  revenue  goals, 
and  conducting  weekly  training  and  sales 
meetings.  Compensation  package 
includes  Blue  Cross/Blue  Shield  health 
insurance,  dental,  optical,  disability,  and 
life  insurance  available,  401(k)  retire¬ 
ment  plan,  and  other  fringe  benefits.  If 
you  have  a  proven  sales  management 
record,  send  resume,  salary  require¬ 
ments,  and  cover  letter  tO: 

The  Messenger 

Attn:  Human  Resources  Department 
713  Central  Avenue 
Fort  Dodge,  I A  50501 

ADVERTISING  DIRECTOR 
Hudson  Valley  Newspaper,  which  con¬ 
sists  of  two  small  dailies,  three  tiny 
weeklies  and  a  TMC,  is  seeking  an  ad 
director.  We’re  looking  for  a  team  leader 
who  can  teach  our  staff  of  six  display 
salespeople  and  four  classified  salespeo¬ 
ple  the  best  techniques  to  increase 
advertising  lineage  and  revenue.  A  proven 
track  record  in  advertising  sales  manage¬ 
ment  is  a  must.  Our  publications  are  all 
located  in  Columbia  and  Greene  counties 
in  eastern  New  York  State.  Please  send 
resume  and  salary  requirements  to: 

Jules  Molenda,  Publisher 

Hudson  Valley  Newspapers 
364  Warren  Street,  Hudson,  NY  12534 


CLASSIFIED  AD  MANAGER 
The  Quad-City  Times,  a  division  of  Lee 
Enterprises  located  on  the  mighty 
Mississippi  River  and  in  the  heart  of  the 
mid-west,  seeks  a  progressive  Classified 
Advertising  Manager  to  lead  our  sales 
staff  as  we  move  into  the  coming  fiscal 
year.  The  Quad-City  Times  is  a  55,000 
daily  and  77,000  Sunday  circulation 
newspaper. 

We  are  looking  for  a  team  oriented 
leader  with  a  marketing  focus  who 
understands  what  our  customers  want 
and  can  deliver  products  and  services  to 
meet  those  expectations.  We  believe  the 
Internet  plays  an  integral  role  in  the 
evolution  of  our  classified  products  and 
services.  Also  critical  is  our  ability  to 
regionalize  Quad-City  Times  classifieds 
with  those  of  our  sister  publications  in 
an  effort  to  enhance  value  for  our 
customers. 

If  you  are  a  hands-on  supervisor  with 
sales  coaching  experience  yearning  to 
join  an  organization  focused  on  building 
for  the  future,  please  send  a  resume  and 
cover  letter  tO: 

Quad-City  Times 
Human  Resources  Department 
Attn:  Classified  Advertising  Manager 
500  E.  Third  Street,  Davenport,  lA  52801 
Orjdekeyser@qctimes.com 
The  Quad-City  Times  is  a  Drug  Free 
Employer  EOE 

To  see  all  the  positions  we  currently 
have  open  please  visit  our  website: 
www.QCTIMES.com 

ADVERTISING  MANAGER 
Michigan  suburban  Detroit  publishing 
group.  Strong  weekly  newspaper  group, 
real  estate  books,  monthly  magazine, 
internet  projects.  We  are  looking  for  a 
high  energy,  self  starter  that  has  good 
people  skills,  good  pay  package.  Chance 
to  train  with  current  manager.  Resume 
to  David  Hohendorf,  Associate  Pub¬ 
lisher,  SCN  Communications  Group: 

7196  Cooley  Lake  Road 
Waterford  Ml  48327 
(248)  360-6397  Fax  (248)  360-6678 

GOT  TALENT? 

Need  a  new  challenge,  position  or  geo¬ 
graphic  change?  Visit: 

www.BrehmCommunications.com 


ADVERTISING  ADVERTISING 


CLASSIFIED  ADVERTISING  MANAGER 


Community  Newspaper  Company  is  looking  for  an  experienced  advertising  sales 
manager  to  lead  our  Telecenter  Sales  team.  The  qualified  candidate  must  be 
highly  motivated  and  goal  driven.  Supervisory  experience  in  leading  classified 
sales  teams  is  required.  Experience  must  include  handling  multiple  deadlines, 
creating  programs  to  increase  new  advertiser  revenue  and  creating  passion 
within  a  sales  team.  We  offer  competitive  salary  with  bonus.  Please  send 
resume  and  salary  requirements  to: 

Janet  Bryson,  Recruiter 
Community  Newspaper  Company 
254  Second  Avenue,  Needham,  MA  02494 
Fax:  (781)  433-6740  Email:  jbryson@cnc.com 

We  offer  a  comprehensive  benefits  package  including  health,  dental  and  401(k). 

Community  Newspaper  Company  is  an  Equal  Opportunity  Employer  dedicated 
to  diversity  for  the  value  It  brings  to  our  work  and  our  lives. 
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AD  DIRECTOR/SALES  MANAGERS 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 


ASSISTANT  CLASSIFIED  MANAGER 
Easton  Publishing  &  NJN  Publishing  has 
an  immediate  opening  for  an  Assistant 
Classified  Manager.  Our  busy  telecenter 
is  responsible  for  the  classified  sections 
of  a  50,000  circulation  daily  and  27 
weeklies  in  PA&NJ. 

The  ideal  candidate  will  have  a  mini¬ 
mum  of  2-4  years  classified  inside  sales 
experience  with  a  proven  track  record  as 
a  sales  leader  and  supervisory  or  man¬ 
agerial  experience  in  a  classified  call 
center. 

The  right  individual  will  be  a  self  starter 
who  can  motivate  and  train  sales  staff 
and  continually  seek  and  capitalize  on 
sales  opportunities  through  relationship 
building  and  marketing  strategies. 

In  return,  we  offer  an  excellent  salary, 
incentive  plan  and  a  complete  benefits 
package. 

If  you  possess  the  right  skills,  a  positive 
attitude  and  thrive  in  a  fast  paced,  com¬ 
petitive  environment,  send  your  resume 
with  cover  letter  selling  yourself  to: 

The  Express-Times 
Attn:  Cathy  Clark 
Classified  Sales  Manager 
30  N.  4th  Street 
Easton,  PA  18042-0391 
Or  fax  to:  (610)258-2100 
E-mail:  cclark@express-times.com 
EOE 


LOOKING  FOR  A  LIFESTYLE  CHANGE? 
Want  to  work  for  an  independently 
owned  newspaper  group  that  has  the  com¬ 
munity  in  mind  first. 

Then  this  may  be  your  opportunity. 

The  Vail  Daily  is  looking  for  an 
accomplished  individual  to  run  their 
advertising  department  in  the  heart  of 
the  Rocky  Mountains.  This  key  man¬ 
agement  position  will  lead  a  successful 
advertising  department  that  consists  of  a 
staff  of  16-I-. 

This  person  must  have  successful  expe¬ 
rience  in  selling  and  developing  advertis¬ 
ing  revenues.  You  must  possess  the 
ability  to  drive  sales  through  selling 
techniques,  utilizing  client  profiles  and 
immediate  software.  That  along  with 
excellent  communication  skills  and  peo¬ 
ple  management  will  assist  the  right 
individual  to  professional  and  financial 
success. 

Additional  skills  needed  are:  solid  ana¬ 
lytical  skills,  excellent  financial  skills  to 
include  budgeting  and  product  devel¬ 
opment.  Previous  management  experi¬ 
ence  a  must. 

Please  send  resume  tO: 

Vail  Dally 

Attn:  Human  Resources 
Ad  Director  Position 
PO.  Box  6607 
Avon,  CO  81620 

“Freedom  Ls  always  within  the  framework 
of  destiny.  -Martin  Luther  Kinglr, 

civil  rights  leader ,  1963 

www.editorandpublisher.com 
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NATIONAL  ADVERTISING 
SALES  MANAGER 

We  are  looking  for  a  dynamic  sales 
manager  to  handle  specific  categories  of 
national  advertisers  and  are  located  in 
Philadelphia's  Best  Market.  Applicants 
should  have  previous  experience  in 
national  advertising  and  agency  sales. 

If  you  believe  in  strategic  planning,  use 
of  competitive  media  and  sales  man¬ 
agement  software,  have  the  ability  to 
identify  targets  and  design  a  sales  plan 
which  ends  in  successful  acquisition  of 
the  account — call.  E-mail  or  write  to  us 
immediately.  Contact: 

Lisa  A.  Szal 

Director  of  Advertising  and  Marketing 
Calkins'  Greater  Philadelphia  Newspapers 
8400  Route  13,  Levittown,  PA  19057 
lszal@calkinsnewspapers.com 
(215)  949-4022 


NORTHEAST  SALES  MANAGER 
GMA,  the  leader  in  newspaper  mail  room 
equipment,  has  a  Sales  Manager  position 
available  for  the  northeastern  region. 
Responsibilities  include  directing  all 
regional  sales  activities  including  pros¬ 
pecting  for  new  accounts,  achievement  of 
forecast,  maintaining  present  customer 
contacts,  and  promoting  GMA  and  its  pro¬ 
ducts  at  trade  shows.  Qualified  candi¬ 
dates  will  possess  an  AA  or  equivalent, 
5-1-  years  experience  selling  or  other  work¬ 
ing  relationship  with  newspaper  industry, 
and  excellent  interpersonal  and  commu¬ 
nication  skills.  Extensive  travel  is 
required. 

GMA  offers  a  competitive  salary  and 
benefits  package.  Interested  applicants 
send  resume  and  salary  requirements  tO: 

Human  Resources 
GMA  -Corporate  Headquarters 
2980  Avenue  B,  Bethlehem,  PA  18017 
Fax:  (610)  691-4221 
csostarecz@gma.com 
No  phone  calls,  please  EEO  M/F/DA/ 
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CREATIVE  DIRECTOR 
It's  better  in  Boulder!  Live  and  work  in 
sports  heaven.  Award-winning  sports 
publisher  seeks  seasoned  magazine  or 
newspaper  designer  (8-i-  years  pub¬ 
lishing  experience  a  must)  to  lead  and 
manage  the  work  of  our  creative  team. 
Qualified  candidate  will  be  responsible 
for  the  overall  look  and  production  of 
VeloNews,  America's  leading  com¬ 
petitive  cycling  magazine  (20x  freq.); 
Inside  Triathlon,  a  multisport  monthly; 
five  associated  special  issues;  and  col¬ 
lateral  material.  Great  benefits  package 
(including  medical,  dental,  vision,  and 
401(k),  etc.)  Management  experience 
necessary,  plus  a  thorough,  hands-on 
knowledge  of  QuarkXPress,  Photoshop, 
and  Illustrator  (web  experience  a  plus). 
Please  send  a  resume,  cover  letter  and  3 
non-returnable  publication  samples  tO: 

HR,  ICI,  1830  N.  55th  St. 

Boulder,  CO  80301 
No  phone  calls  please 


ART/GRAPHICS 


GRAPHIC  DESIGNER 
For  Idaho’s  largest  award-winning 
weekly  newspaper,  local  magazine  and 
real  estate  guide.  Should  be  skilled  in 
page  making,  advertising  design,  photo, 
and  word  processing  software.  Knowl¬ 
edge  of  4-color  production  techniques 
helpful.  B.A  or  B.S.  or  comparable  expe¬ 
rience.  Competitive  compensation  and 
benefits.  Send  resume,  work  samples, 
salary  requirements  and  references  to: 

Wendy  Hall,  Production  Manager 
Idaho  Mountain  Express 
RO.  Box  1013,  Ketchum,  ID  83340 
Or  E-mail:  publisher@mtexpress.com 


GRAPHICS  EDITOR,  AUGUSTA 
The  Augusta  (GA)  Chronicle  seeks  a 
creative  and  highly  motivated  graphics 
editor  to  lead  its  award-winning  Graph¬ 
ics  Department.  This  is  a  hands-on  posi¬ 
tion  that  requires  the  successful  candi¬ 
date  to  be  both  a  coach  and  a  player.  If 
you  produce  outstanding  illustrations 
and  infographics  vrhile  inspiring  others 
to  do  the  same,  this  is  the  job  for  you. 
The  Chronicle  (Circulation  100,000 
Sundays),  located  in  Georgia’s  second- 
largest  metropolitan  area,  rewards 
creativity  and  experimentation.  This  is  a 
key  position  in  our  newsroom.  Manage¬ 
ment  experience  is  preferred.  If  this 
sounds  like  you,  call  (706)  828-2946  or 
send  a  resume  and  your  best  work  tO: 

Will  Kennedy,  Managing  Editor 
The  Augusta  Chronicle 
RO.  Box  1928,  Augusta,  GA  30903-1928 


CIRCULATION 


CIRCULATION  DIRECTOR 
Progressive  7-day  newspaper  (20,000 
daily  and  Sunday)  in  the  southeast  seeks 
a  circulation  professional  to  join  a  highly 
successful  management  team.  Position 
is  responsible  for  sales,  marketing,  ser¬ 
vice,  collections  and  distribution  over  a 
ten  county  area  for  newspaper  and  shop¬ 
pers. 

The  successful  candidate  will  be  goal 
and  deadline  oriented;  possess  the 
desire  to  succeed  in  a  fast  paced  and 
innovative  environment;  be  a  leader  who 
can  motivate  as  welt  as  mentor  the 
circulation  staff;  play  a  key  role  in  the 
overall  strategic  plan  tor  the  newspaper 
and  shoppers;  have  a  strong  commit¬ 
ment  to  collections  and  quality  customer 
service;  devise  and  implement  strategies 
that  will  grow  circulation  and  readership; 
be  a  hands-on  manager;  have  experience 
with  budgeting;  possess  exceptional  peo¬ 
ple,  organization  and  communication 
skills;  work  with  editorial  to  produce  a 
compelling  product;  have  a  positive  and 
enthusiastic  attitude;  possess  analytical 
skills  necessary  to  interpret  research 
information. 

We  are  located  in  a  growing  market  with 
much  potential  for  circulation  and  read¬ 
ership  growth.  We  offer  a  competitive 
salary  and  benefits  package.  If  you  feel 
up  to  the  challenge  send  your  resume 
and  salary  requirements  tO: 

Box  01320,  Editor  &  Publisher 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


CIRCULATION 


CIRCULATION  DIRECTOR 
Family  owned  13,000  six-day  daily 
seeks  qualified  candidate  for  the  position 
of  circulation  director.  Located  in  north 
central  Ohio,  this  is  an  excellent  opp¬ 
ortunity  fcr  the  right  person  to  step  into 
management  with  substantial  advance¬ 
ment  opportunities  over  the  next  few 
years.  Candidate  must  be  a  self  starter, 
excellent  leader,  motivator  and  very 
strong  in  sales  and  service.  Qualified 
candidates  should  send  resume  to: 

Box  01312,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


CIRCULATION  DIRECTOR  for  daily  and 
shoppers  in  growing  Florida  market. 
Demonstrated  circulation  management 
and  marketing  skills  required.  Email  to 
publisher@newschief.com  or  write  to 
Publisher,  The  News  Chief,  RO.  Box 
1440,  Winter  Haven,  FL  33882. 


LOOKING  FOR  THAT  EXCELLENT 
CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  36  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 

www.ogdennews.com/opporutnities 
FEATURE  OPPORTUNITIES  THIS  WEEK: 

CIRCULATION  DIRECTOR 
Houghton,  Ml-  The  Daily  Mining  Gazette 
in  the  beautiful  Upper  Peninsula  of 
Michigan  seeks  an  energetic  circulation 
leader.  The  Daily  Mining  Gazette  is  a 
10,800  six-day  daily  located  on  the 
Keweenaw  Peninsula.  This  Lake  Superior 
paradise  offers  lots  of  water,  woods  and 
wildlife.  Annual  snowfall  of  more  than 
200  inches  allows  for  long  seasons  of  ski¬ 
ing  and  snowmobiling.  Home  to  Michigan 
Tech  University  and  Suomi  College,  our 
community  provides  the  coziness  of 
small-town  living  and  the  cultural  and 
entertainment  opportunities  usually  found 
only  in  larger  cities.  Excellent  schools 
and  safe  communities  provide  a  great 
place  for  your  family  to  call  home.  Come 
live,  work  and  play  in  our  paradise.  To 
help  make  your  living  here  even  more 
enjoyable,  we  offer  a  competitive  salary, 
comprehensive  benefits  program  includ¬ 
ing  vacation,  insurance,  a  401(k)  plan, 
and  excellent  career  opportunities.  Send 
letter  and  resume,  including  salary  his¬ 
tory  and  references  tO: 

John  Elchert,  The  Daily  Mining  Gazette 
RO.  Box  368,  Houghton,  Ml  49931 
Or  E-mail:  gazpub@upgroup.com 

CIRCULATION  MANAGER 
Join  the  nation’s  best  newspaper  com¬ 
pany  in  a  beautiful  area  with  great  qual¬ 
ity  of  life.  The  Reporter  in  Fond  du  Lac, 
Wisconsin,  circulation  21,000,  seeks  a 
sales  and  marketing  leader  tc  help  us 
thrive  in  a  competitive,  growing  market. 
We’re  looking  for  a  strong  manager  with 
a  can-do  attitude,  great  ideas  and  staff 
development  skills.  Ours  and  seven  other 
Wisconsin  newspapers  just  joined  the 
Gannett  Co.  We  offer  ample  opportunity 
for  recognition  and  outstanding  benefits. 
Send  resume  to  Richard  Roesgen: 

Publisher,  The  Reporter 
33  W.  2nd  Street,  Fond  du  Lac,  Wl  54935 
Or  E-mail:  rroesgen@smgpo.gannett.com 
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CIRCULATION 


CIRCULAflON  EXECUTIVE  -  SENIOR  LEVEL 
Want  to  be  an  industry  leader?  Then  join 
the  company  that  is  changing  the  media 
and  newspaper  consulting  landscape. 
Newspaper  Services  of  America  (NSA), 
the  country’s  leading  print  media  com¬ 
pany,  is  seeking  a  motivated  experienced 
leader  to  join  their  Innovative  Media  Solu¬ 
tions  (IMS)  division.  This  person  will 
assist  in  developing  and  growing  estab¬ 
lished  and  potential  business  opp¬ 
ortunities  within  the  newspaper  industry. 
Must  have  superior  sales/presentation 
and  asset  management  skills,  and  a 
comprehensive  understanding  of  overall 
newspaper  operation.  Overnight  out-of- 
state  travel  required,  position  is  based  in 
Chicago. 

Attractive  package  including  salary  plus 
bonus,  benefits,  401(k)  and  company 
stock  discount  purchase  program.  If 
interested  please  fax  or  E-mail  resume, 
salary  history  and  references  to: 

Larry  Maynard,  Vice  President 
Innovative  Media  Solutions 
Fax:  (630)  577-0758 
E-mail:  Lmaynardl@nsamedia.com 


DIRECTOR 

CIRCULATION  SALES  &  MARKETING 
Lee  Enterprises,  Inc.  (www.lee.net, 
NYSE:LEE),  a  publicly  traded  publishing 
and  online  media  company,  is  seeking  a 
talented  and  driven  circulation  sales  & 
marketing  professional  to  join  our  corpo¬ 
rate  headquarters  staff  in  Davenport,  lA 
as  Director,  Circulation  Sales  &  Market¬ 
ing.  Successful  candidates  will  have 
broad  and  distinguished  experience  in 
newspaper  circulation  sales  and  TMC, 
saturate  and  rack  shopper  marketing 
and  distribution.  Additionally,  candidates 
will  have  experience  executing  suc¬ 
cessful  campaigns  in  non-traditional 
newspaper  circulation  marketing — 
college,  hospitality  and  hospital.  The 
position  will  require  extensive  travel  to 
Lee's  enterprises  to  advise  and  assist  in 
developing  strong  programs  to  sell  more 
newspapers,  improve  quality  of  TMC 
operations  and  foster  superior  marketing 
and  delivery  of  free  publications.  A 
degree  in  marketing,  sales  or  related 
field  is  required. 

Lee  Enterprises,  Inc.  offers  a  competitive 
compensation  package  that  includes  one 
of  the  best  benefit  packages  in  the 
media  industry.  This  is  an  excellent 
opportunity  for  a  proven  professional  to 
bring  their  skills,  ideas  and  knowledge  to 
an  established  and  growing  med'a  com¬ 
pany  that  is  committed  to  the  future.  If 
interested,  please  send,  fax  or  E-mail  a 
cover  letter,  resume  and  salary  require¬ 
ments  tO: 

Lee  Enterprises,  Inc. 

215  N.  Main  Street 
Davenport,  I A  52801 
Attn:  Director,  Circulation  Sales  &  Marketing 
Fax:  (319)  323-9609 
Email:  jobs@lee.net 


Classified  Advertisers: 

If  you  don't  see  a  category  that  fits  your  needs, 
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CIRCULATION 


THE  HERALD-PALLADIUM  in  St. 
Joseph,  Michigan  is  seeking  a  Home 
Delivery  Manager  for  our  30,000  daily. 
This  is  an  excellent  opportunity  for 
someone  who  can  handle  the  challenges 
of  a  competitive  market  and  be  a  hands 
on  coach  for  eight  district  managers. 

The  successful  candidate  will  have  a 
minimum  three  years  in  the  business 
and  past  supervisory  experience.  Indi¬ 
viduals  must  be  able  to  demonstrate  a 
strong  commitment  to  service  and  be 
extremely  organized.  PC  proficiency  or  a 
PBS  background  a  plus. 

St.  Joseph  is  located  on  the  shores  of 
Lake  Michigan,  about  30  miles  north  of 
South  Bend,  IN  and  90  miles  east  of 
Chicago.  We  offer  a  competitive  salary 
and  benefit  package  with  a  lucrative 
bonus  program. 

For  consideration,  please  forward  your 
resume,  cover  letter  and  current  base 
salary  to  Circulation  Director,  The 
Herald-Palladium,  RO.  Box  128,  St, 
Joseph,  Ml  49085, 

An  Equal  Opportunity  Employer 


CIRCULATION  DIRECTOR 
An  8,000  circulation,  7-day  daily  news¬ 
paper  in  Zone  6  needs  a  professional 
who  can  sell  new  subscribers  and  retain 
the  ones  we  have.  Additional  duties  will 
include  supervision  of  the  circulation 
functions  of  two  other  newspapers  in  the 
area.  Competitive  salary  and  compensa¬ 
tion  plan.  Please  send  a  resume  and 
cover  letter  including  income  history,  to: 

Box 01305,  Editors  Publisher 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


EDITORIAL 


AGGRESSIVE,  AWARD-WINNING  Ohio 
newspaper  (35,000  d,  45,000  S)  has 
openings  for  a  sports  designer  as  well  as 
a  reporter.  Newspaper  offers  continuing 
training/development  of  its  associates, 
growth  opportunities  within  company 
and  Freedom  Communications,  com¬ 
petitive  salary  and  benefits.  Experience 
preferred,  but  will  consider  new  college 
graduates. 

SPORTS  DESIGNER:  You  must  have  a 
passion  for  design,  appreciation  of  words 
and  pictures,  knowledge  of  QuarkXPress. 
Works  on  universal  desk.  Nights  and 
rotating  weekend  work.  Some  4-day 
weeks. 

REPORTER:  Seeking  ambitious,  aggress¬ 
ive  reporter  who  has  a  fire  for  journalism 
and  loves  to  be  on  the  front  page. 
Should  be  able  to  write  hard  news  and 
features  with  equal  zeal.  Accuracy, 
organizational  skills  and  the  ability  to 
produce  enterprise  stories  required. 

Send  6  to  10  design  or  reporting  sam¬ 
ples,  resume  and  cover  letter  to: 

Jim  Krumel,  Managing  Editor 
The  Lima  News 

3515  Eiida  Road,  Lima,  OH  45807 


DEPUTY  MANAGING  EDITOR 
Day-to-day  operations  at  crime  and  jus¬ 
tice  Web  site.  Need  management,  report¬ 
ing  and  HTML  experience. 

Check  out  http://www.courttv.com 


edItorial 


AGRICULTURE  REPORTER 
The  Messenger-Inquirer,  a  34,000  daily 
in  Owensboro,  KY,  is  looking  for  a 
reporter  to  cover  agriculture.  We  are 
located  in  one  of  the  top  counties  in 
Kentucky  for  agriculture  production.  The 
right  candidate  will  be  knowledgeable 
about  the  business  and  science  of  farm¬ 
ing  and  be  able  to  explain  to  the  general 
readership  why  agriculture  is  important. 
The  reporter  will  also  cover  general 
assignments.  The  Messenger-Inquirer  is 
on  the  Ohio  River  two  hours  from 
Nashville  and  Louisville.  We  offer 
excellent  compensation  and  benefits. 
Please  send  resume,  cover  letter,  and 
newspaper  clips  to  Sue  Trautwein, 
Human  Resource  Director,  Messenger- 
Inquirer,  P.O.  Box  1480,  Owensboro, 
KY  42302-1480  or  call  Sue  Trautwein 
at  (270)  691-7271  or  Mike  Alexieff, 
City  Editor,  at  (270)  691-7306.  EOE 


AIR  TRANSPORT  INTELLIGENCE 
www.rati.com 

Is  the  Internet-based,  subscriber-only, 
real-time  news  and  data  service  produced 
by  Reed  Business  Information  for  airline 
and  other  air  transport  professionals. 
Three  years  after  launch  we  are  looking 
for  talented,  business/industrial,  senior 
and  junior  reporters,  probably  with  avia¬ 
tion  experience,  for  a  major  expansion  of 
our  existing  Americas  team. 

Based  in  our  Alexandria,  VA  office,  the 
team  is  responsible  for  day-to-day  cov¬ 
erage  of  primarily  North  America. 

Essential  qualities  are  initiative,  persistence 
and  an  absolute  dedication  to  accuracy. 
A  track  record  in  breaking  and  handling 
major  business  stories,  or  technical 
knowledge,  would  be  advantageous 
These  are  exceptional  opportunities  for 
journalists  interested  in  aviation  to  join 
one  of  the  world’s  leading  publishers  at  a 
time  of  expansion.  They  provide  pros¬ 
pects  for  travel,  the  kind  of  competitive 
benefits  associated  with  a  thriving  global 
company,  and  further  career  devel¬ 
opment.  Letter  and  resume  promptly  to: 

Kieran  Daly,  Editor  ATI 
E-mail  kieran.daly@rbi.co.uk 
Fax  (011-44)208  652-3892 


ARE  YOU  READY  TO  MAKE  A  DIFFERENCE? 
Award-winning  24,000  daily  covering 
coastal  North  Carolina  seeking 
determined,  dedicated  reporter.  Full  time 
with  benefits.  Send  resume  and  three 
writing  samples  to  Madison  Taylor: 

Managing  Editor,  The  Daily  News 
RO.  Box  196,  Jacksonville,  NC  28540 
E-mail:  mtaylor@jdnews.com 


ASSISTANT  EDITOR 

Weekly  regional  agricultural  newspaper 
needs  Assistant  Editor.  Strong  Ag  back¬ 
ground,  writing  and  photo  skills 
required,  copy  editing  and  knowledge  of 
pagination  software  a  plus.  Must  be  able 
to  travel  within  region.  Send  resume  plus 
clips  to  Jeanette  Larson,  Ag  Journal: 

RO.  Box  500,  La  Junta,  CO  81050 
Or  E-mail  journal@ria.net 


EDITORIAL 


ASSISTANT  EDITOR  &  COPY  EDITOR 
Las  Vegas-based  View  Newspapers,  pub¬ 
lished  by  the  Las  Vegas  Review-Journal 
and  the  Las  Vegas  Sun,  a  group  of  11 
weekly  and  twice-weekly  community 
newspapers  with  a  combined  circulation 
of  308,747,  seeks  candidates  for  assis¬ 
tant  editor  and  copy  editor.  A  staff  of  17 
covers  community  issues,  education  and 
sports  throughout  Las  Vegas  and  surround¬ 
ing  areas. 

ASSISTANT  EDITOR:  Duties  include 
supervising  five  copy  editors  and  a 
newsroom  assistant,  maintaining  copy 
flow  and  overseeing  the  production 
schedule.  Candidates  should  have  at  least 
two  years  of  management  and  five  years 
of  copy  editing  experience.  Strong  copy 
editing  and  pagination  skills  are  necessary 
to  help  lead  View  in  its  upcoming  redesign. 
COPY  EDITOR:  Two  years  experience 
necessary,  DTI  pagination  experience 
helpful. 

Interested  applicants  should  send  a 
resume,  work  samples  and  a  list  of 
references  to  View  Editor  Kirk  Kern,  RO. 
Box  70,  Las  Vegas,  NV  89125. 


ASSISTANT  NEWS  EDITOR 
The  Salt  Lake  Tribune  needs  a  first-rate 
desk  person  to  join  three  talented  peers 
in  supervising  the  20-person  World/State 
copy  desks.  It  is  night  work  with  a  rotat¬ 
ing  compressed  work  week.  Editing/design/ 
pagination  experience  and  skills  a  must. 
With  a  growing  statewide  circulation  and 
agenda-setting  content,  we  are  Utah’s 
largest  and  most-trusted  news-gathering 
organization.  Expect  meaningful  re¬ 
sponsibilities,  a  salary  based  on  merit, 
excellent  benefits,  informal  workplace 
atmosphere,  fun  and  talented  desk  col¬ 
leagues,  and  an  incomparable  western/ 
outdoor  lifestyle.  Send  particulars  to: 

Depty  Editor  Jeff  Walton 
The  Salt  Lake  Tribune 
143  South  Main  Street 
Salt  City,  UT84111 
Or  E-mail:  jwalton@sltrib.com 
by  August  31 


WANTED:  VERSATILE  REPORTER 
An  innovative,  employee-owned  newspa¬ 
per  seeks  reporter  to  cover  a  growing  area 
near  Yellowstone.  We  want  a  reporter  with 
an  eye  for  enterprising  government  stories, 
an  ear  for  surprising  people  stories  and  a 
knack  for  thoughtful  growth  stories.  Send 
clips  and  resume  to: 

AME  Margaret  Wimborne,  Post  Register 
RO.  Box  1800,  Idaho  Falls,  ID  83403 


W0RLD2MARKETC0M  is  in  need  of  an 
Editor-in-Chief  (aka  -  VP  of  Story-telling) 
to  establish  the  voice,  and  direction  of 
the  online  artisan  storytelling  product. 
The  person  will  oversee  and  influence 
the  writing,  media  creation,  research, 
supervision,  brand  vision,  editorial  pro¬ 
duction  process.  More  information  can 
be  found  at: 

http://www.world2market.com/employment 
Send  resumes  to: 

employment@World2Market.com 
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BUSINESS  JOURNALIST 
The  Kiplinger  organization,  one  of  Amer¬ 
ica’s  most  respected  business  and 
finance  publishers,  seeks  a  business 
journalist  on  its  business  forecasting 
staff  at  its  headquarters  two  blocks  from 
the  White  House. 

Terrific  opportunity  for  a  motivated, 
inquisitive  journalist  with  two  to  five 
years’  experience  and  an  interest  in  busi¬ 
ness  and  finance  to  do  more  than  report 
the  news,  but  to  look  beyond,  offering 
analysis  and  insight.  A  chance  to  shine 
for  an  individual  with  a  flair  for  crisp  writ¬ 
ing  and  an  ability  to  communicate  com¬ 
plex  subjects  in  a  way  that  is  easy  to 
understand.  Would  write  for  electronic 
and  print  publication. 

Great  benefits  and  advancement 
opportunities  with  one  of  the  best 
employers  in  the  Washington  area. 

If  qualified,  send  resume  with  cover  let¬ 
ter  and  salary  requirement  to: 

Personnel  Department 
Kiplinger  Washington  Editors,  Inc. 

1729  H  Street,  NW 
Washington,  DC  20006 
personnel.department@kiplinger.com 
Fax:  (202)496-1817 
EOE 


BUSINESS  REPORTER 
We’re  a  growing  paper  in  a  two- 
newspaper  town  where  editors  are 
interested  in  your  story  ideas.  43,700 
AM  near  Baltimore  that  consistently 
wins  awards,  including  business  pro¬ 
jects.  Wanted:  Business  reporter  who 
can  file  daily  but  also  pursues  enterprise 
that  makes  journalism  a  wonderful 
career.  Salary  $23,660  -  $35,776. 
www.ydr.com.  Resume/clips  to: 

Business  Editor.  York  Daily  Record 
RO.  Box  15122,  York,  PA  17405 
EOE 


BUSINESS  WRITER 

The  Northwest  Herald  in  Crystal  Lake, 
IL,  has  a  full-time  opening  for  a  business 
writer.  Must  be  comfortable  covering 
Fortune  500  and  small-  to  mid-sized  com¬ 
panies,  smaller  mom  and  pop  shops  and 
various  business  features  and  trends. 
Experience  preferred.  Send  resume  to: 
Kevin  Polzin,  Business  Editor 
The  Northwest  Herald 
RO.  Box  250 

Crystal  Lake,  IL  60039-0250 


CITY  EDITOR 

Idaho  State  Journal,  an  award-winning 
17,500  morning  daily  covering  south¬ 
east  Idaho,  seeks  city  editor  to  lead  day- 
to-day  operations.  Major  emphasis  on 
coaching  and  planning.  Enjoy  state  uni¬ 
versity,  great  cultural  opportunity,  moun¬ 
tains,  forests,  etc.  Send  cover  letter, 
resume/references,  clips  and  latest  edi¬ 
tion  of  your  paper  to  Steve  Miller: 

Managing  Editor,  Idaho  State  Journal 
RO.  Box  431,  Pocatello,  ID  83204 
For  additional  information,  query  by 
E-mail  at:  smiller@journalnet.com 


CAPITAL  BUREAU  REPORTER 
The  Times-Picayune,  New  Orleans’ 
Pulitzer-Prize  winning  newspaper,  seeks 
a  reporter  to  join  its  four-person  Baton 
Rouge  bureau  covering  events  and 
issues  in  state  government,  the 
legislature  and  politics.  The  newspaper 
values  reporters  who  can  dig  beyond  the 
daily  news  to  document,  understand  and 
explain  the  consequences  and 
occasional  corruption  involved  in  the 
political  process.  Send  clips  and 
resumes  to: 

Lynn  Cunningham 
Assistant  to  the  Editor 
The  Times-Picaynne 
3800  Howard  Avenue 
New  Orleans,  LA  70140 
An  equal  opportunity  employer,  M/F 


CITY  EDITOR 

One  of  America’s  best  mid-sized  dailies 
seeks  an  enterprising,  energetic  assign¬ 
ment  editor  to  lead  its  core  local-news 
desk.  The  Lexington  Herald-Leader 
(120,000  daily;  160,000  Sunday)  is  a 
Knight  Ridder  paper  with  a  tradition  of 
high  quality  journalism  that  sets  agendas 
and  wins  awards.  Lexington  is  a  beauti¬ 
ful  city  of  250,000  that’s  home  to  hun¬ 
dreds  of  horse  farms  and  the  University 
of  Kentucky.  Please  send  resume,  ref¬ 
erence  list,  samples  of  breaking  news 
and  enterprise  coverage  and  a  cover  let¬ 
ter  summarizing  your  editing  style  to: 

Tom  Caudill,  AME/Local  News 
Lexington  Herald-Leader 
100  Midland  Avenue 
Lexington,  KY  40508 
E-mail:  tcaudill@herald-leader.com 


CNSNews.com,  the  Internet  newswire  is 
growing  again!  We  have  an  immediate 
opening  in  our  Washington-Metro  Bureau 
for  a  full-time  staff  writer.  Four-year  degree 
in  journalism  plus  minimum  of  3  years 
wire  service  or  daily  news  print  experience 
preferred.  We’re  looking  for  a  reporter  who 
laughs  at  tight  deadlines,  revels  in  the 
scoop,  writes  clean-as-a-whistle  copy  and 
has  a  keen  eye  for  cultural  and  political 
happenings.  Will  work  with  CNSNews.com 
bureaus  in  Jerusalem  and  London.  Oc¬ 
casional  travel  and  shift  flll-in  hours  may 
be  required.  Great  work  environment,  pay 
commensurate  plus  retirement,  health, 
dental,  life,  bonus  plan  and  more.  Resume 
and  clips  to  D.Thibault: 

Managing  Editor,  CNSNews.com 
325  S.  Patrick  Street,  Alexandria,  VA  22314 
Or  E-mail  Dthibault@cnsnews.com 
EOE 


COPY  EDITOR/PAGINATOR 
12,000  AM  in  competitive  market  seeks 
copy  editor/paginator.  Learn  a  lot  in  fun 
place  to  live  and  work.  Mail  resume, 
samples  to  Managing  Editor,  The 
Saratogian,  20  Lake  Avenue,  Saratoga 
Springs,  NY  12866. 


FINANCIAL  REPORTER 
Aggressive  reporter  wanted  for  fast¬ 
growing  online  news  service.  3-5  years 
experience  reporting  breaking  news. 
Finance  or  real  estate  know-how  plus. 
Post  in  Philly  suburbs.  E-mail  resume, 
clips  to  orest.mandzy@ipgdirect.com 


THE  NATIONAL  CATHOLIC  REPORTER 
NEWSROOM  WIZARD:  READ  THIS: 
Ambitious  reporter,  quick  study,  rewrite/ 
edit  skills,  free  to  travel,  needed  by  what 
the  New  York  Times  calls  the  "brave  lit¬ 
tle  paper,”  independent  National  Catho¬ 
lic  Reporter.  Competitive  salary,  benefits 
and  supportive  environment. 

Check  our  website:  www.natcath.org 
E-mail  resume  to:  ncr_edit@natcath.org 
Fax  clips  to:  (816)  968-2280 
Or  mailto: 

Editor,  National  Catholic  Reporter 
RO.  Box  4 1 928 1 ,  Kansas  City,  MO  64 1 1 1 
EOE 


THE  DAILY  RERORT,  American  Lawyer 
Media’s  newspaper  in  Atlanta,  has  open¬ 
ings  for  a  copyeditor,  reporter  and 
special  sections  editor.  Our  goal  is  to 
become  America’s  best  regional  legal 
newspaper.  Tell  us  why  you’re  good 
enough  to  join  our  team.  Letter,  resume 
and  clips  to: 

Managing  Editor,  Daily  Report 
190  Pryor  Street,  SW,  Atlanta,  GA  30303 
Or  E-mail:  ebean@amlaw.com 


THE  LUBBOCK  AVALANCHE-JOURNAL, 
a  Morris  Communications  Corporation 
newspaper  located  in  West  Texas,  is 
seeking  resumes  from  experienced 
reporters  and  copy  editors.  Please  send 
resume,  references,  and  clips  tO: 

Lubbock  Avalanche-Journal 
Attn:  Mel  Tittle 

710  Avenue  J,  Lubbock,  TX  79401 
E-mail:  mtittle@lubbockonline.com 
Fax:  (806)  766-8768 


SPORTS  REPORTER/EDITOR 
Great  job  on  California  Central  Coast. 
Resume  and  clips  to: 

Box  01309,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


EDITORIAL 


EDITORIAL 


COPY  EDITOR 

The  Berkeley  Daily  Planet  (CA),  6-days,' 
week  hard  news  community  newspaper 
(10,600  circulation  and  growing)  is  seek¬ 
ing  copy  editors  and  reporters  to  join  fast- 
paced  newsroom.  QuarkXPress,  Photoshop, 
and  daily  deadline  experience  a  must 
(Baseview  a  plus).  Competitive  salary  and 
stock  options.  Unparalleled  career  path  up 
to  Editor!  E-mail,  fax,  send  resume,  page 
designs,  clips,  and  salary  history: 

Recruiting,  Berkeley  Daily  Planet 
2076  University  Avenue,  Berkeley,  CA  94704 
(510)  841-5695  (fax) 
newshr@berkeleydailyplanet.com 


COPY  EDITOR 

Opening  for  a  copy  editor  with  strong 
language  and  page  design  skills  at 
22,000  circulation  morning  paper.  Expe¬ 
rience  with  QuarkXPress  helpful.  Shift  is 
four  10-hour  days.  Send  resume  to: 
Maureen  Fissolo,  The  Daily  Republic 
1250  Texas  Street,  Fairfield,  CA  94533 
Or  E-mail;  mfissolo@dailyrepublic.net 


COPY  EDITORS 

Investor’s  Business  Daily  (circulation 
311,000)  seeks  full-time  copy  editor  (no 
weekends  or  night  shifts)  for  its  Los 
Angeles  headquarters.  Previous  copy 
editing  or  other  journalism  experience 
preferred,  but  will  consider  outstanding 
beginner  candidates.  An  interest  in  busi¬ 
ness  and  the  financial  markets  is  a  plus. 
We  offer  competitive  salaries,  benefits, 
strong  growth  opportunities  and  a 
dynamic,  entrepreneurial  environment. 
Send  letter,  resume  and  salary  history  to.- 
Rob  Golum,  Associate  Editor 
Investor’s  Business  Daily 
12655  Beatrice  Street 
Los  Angeles,  CA  90066 
Or  fax:  (310)  577-7350,  and  call  (310) 
448-6373  to  confirm  fax  is  received. 
Qualified  applicants  must  complete  an 
online  editing  test. 


EDITORIAL 


MANAGING  EDITOR 

GOLF  JOURNAL 

You  will  be  responsible  for  the  day-to-day  work  involved  in  publishing  the 
magazine  (planning,  writing,  editing)  as  well  as  for  coordinating  copy  and 
production  for  each  issue  and  ensuring  that  the  flow  of  materials  proceeds 
as  scheduled.  You  will  also  be  responsible  for  assisting  in  the  development 
of  ideas  and  in  the  planning  of  long-range  content  for  the  magazine  and 
ensuring  that  the  desired  level  of  quality  is  maintained.  You  will  work  with  all 
levels  of  USGA  staff  as  well  as  writers  and  other  contributors.  The  ideal  can¬ 
didate  will  possess  knowledge  of  the  game  of  golf,  strong  editing  skills  as 
well  as  solid  experience  in  magazine  publishing  a  must.  Computer  profi¬ 
ciency,  especially  Macintosh,  is  required. 

We  offer  a  competitive  salary,  generous  company  paid  benefits,  and  pleas¬ 
ant  working  environment.  Interested  candidates  should  forward  resume  with 
salary  requirements  and  DEPT  Code  to:  THE  UNITED 
STATES  GOLF  ASSOCIATION  ATTN:  PERSONNEL 
DEPT-ME  8-7  EP  P.O.  BOX  708, 

FAR  HILLS,  NJ  07931-0708. 

Fax:  908-781-1735. 

E-mail:  hr(3usga.org.  No  phone 
calls  please. 


USGA 


AN  EQUAL  OPPORTUNITY  EMPLOYER 


www.editorandpublisher.com 


AUGUST  7,  2000  EDITOR& PUBLISHER  CLASSIFIEDS  C7 


Phone:1-888-825-9149  '  CLAniFIED  ADVERTISING  ~  Fax:(646)654-5312 

770  Broadway,  New  York,  NY  10003  hpreuss@editorandpublisher.com 


-HELP  WANTED- 


EDITORIAL 


COPY  EDITORS/PAGINATORS 
Versatile,  creative  copy  editors  and 
paginators  sought  for  a  fast-paced  desk 
at  a  71,000  circulation  daily  in  Bangor, 
Maine.  Full  or  part-time  opportunities 
are  available  to  candidates  able  to  work 
on  deadline  with  a  team  of  professional 
journalists.  Experienced  candidates  pre¬ 
ferred  for  copy  editor’s  position,  which 
demands  excellent  news  judgment/ 
language  skills,  and  an  ability  to  write 
headlines  that  sparkle.  Knowledge  of  AP 
Style  Book  and  Microsoft  Word  a  plus. 
Computer  proficiency  is  a  must  for 
paginators,  who  will  use  QuarkXPress 
4.1,  and  layout  ability  to  build  pages  in 
a  PC  environment.  The  News  offers  a  com¬ 
petitive  compensation  program  and 
benefit  package.  We  invite  all  interested 
candidates  to  forward  a  resume  and  tear 
sheets  to  Human  Resource  Department: 
Bangor  Daily  News 

RO.  Box  1329,  Bangor,  ME  04402-1329 
E-mail:  bdnpers@bangornews.infi.net 
Fax:  (207)  990-8027 
An  Equal  Opportunity  Employer 

COPY  EDITOR 

The  Herald  News,  a  38,000-circulation 
daily  in  southwest  suburbs,  seeks  a  full¬ 
time  Copy  Editor.  Responsibilities  include 
copy  editing  and  rewriting  stories  for  gram¬ 
mar,  spelling,  sentence  structure, 
accuracy  and  fairness,  as  well  as  headline 
writing.  Bachelor’s  degree  in  journalism  or 
related  field  and  minimum  1-year  desk 
experience  required.  Submit  resume  with 
salary  requirements  tO: 

Bill  Wimbiscus,  Senior  News  Editor 
The  Herald  News 

300  Caterpillar  Drive,  Joliet,  IL  60436 
Or  Fax:  (815)  729-6059 
Equal  Opportunity  Employer/Employment 
contingent  upon  drug  screen  results 

COPY  EDITOR 

The  Messenger-Inquirer  in  Owensboro, 
KY,  has  a  copy  editing  opening  for 
someone  with  experience  or  a  talented 
graduate.  We’re  a  fully  paginated  7-day- 
a-week  AM  with  a  circulation  of  34,000. 

At  the  Messenger-Inquirer,  you’ll  iiave  an 
opportunity  to  learn  and  grow  at  one  of 
the  best  smaller  newspapers  in  the 
country.  We’re  looking  for  a  candidate 
who  is  comfortable  both  designing  pages 
and  editing.  Our  desk  consists  of  nine 
copy  editors  who  work  a  four-day  week 
and  handle  a  variety  of  tasks  from  doing 
lA  to  feature  sections  using  QuarkX¬ 
Press.  Owensboro  is  on  the  Ohio  River, 
40  minutes  east  of  Evansville,  IN,  and 
two  hour  from  Louisville,  KY  and 
Nashville,  TN. 

Please  send  resume  and  cover  letter  to 
Sue  Trautwein,  Human  Resource  Director, 
Messenger-Inquirer,  P.O.  Box  1480, 
Owensboro,  KY  42302-1480.  EOE 


INTERNATIONAL  BUSINESS  REPORTER 
wanted  for  Miami  biweekly  newspaper. 
Person  should  have  at  least  2  years  expe¬ 
rience,  preferably  in  business.  Knowledge 
of  global  trade,  finance  and  economics 
helpful.  Spanish  a  plus.  Send  resume  and 
5  clips  to  WorldCity  Business,  427 
Biltmore  Way,  #203,  Coral  Gables,  FL 
33134  or  E-mail  johnf@worldcityweb.com 


EDITORIAL 


COPY  EDITOR 

The  Huntsville  Times  in  Huntsville,  AL,  is 
looking  for  a  copy  editor.  The  Times  is  an 
afternoon  paper  Monday  through  Friday, 
an  A.M.  paper  on  Saturday  and  Sunday. 
Ideal  candidate  will  have  copy  editing 
experience,  preferably  at  a  daily,  a 
mastery  of  AP  style  and  the  ability  to  write 
sharp,  succinct  headlines  on  deadline. 
Send  resume  and  clips  to  Steve  Byers, 
Copy  Desk  Chief.  Huntsville  Times: 

2317  S.  Memorial  Parkway 
Huntsville,  AL  35801 
E-mail  steveb@htimes.com 
Phone  (256)532-4167 


COPY  EDITOR 

The  Cape  Cod  Times,  an  award-winning 
daily  newspaper  located  on  one  of  the 
East  Coast’s  premier  vacation  destina¬ 
tions,  is  seeking  a  sharp  copy  editor. 

Cape  Cod  is  a  gorgeous  sandy  peninsula 
jutting  out  into  the  Atlantic.  It  is  rich  in 
history  and  home  to  many  artists,  CEOs, 
authors,  naturalists  and  celebrities. 
We’re  65  miles  from  Boston  and  a  short 
boat  ride  to  Martha’s  Vineyard  and  Nan¬ 
tucket.  Our  year-round  population  of 
225,000  sells  to  more  than  500,000 
during  the  summer.  Many  of  our  staffers 
have  made  the  move  here  for  a  superior 
quality  of  life. 

Do  you  love  the  challenge  of  writing  a 
great  headline  on  deadline  and  improv¬ 
ing  copy  without  leaving  tracks?  Do  you 
believe  the  integrity  of  the  story  is  impor¬ 
tant?  Write  to  us.  We  want  you  on  our 
night  desk. 

Please  send  work  samples,  a  cover  letter 
and  resume  to: 

Craig  Scott,  Night  Editor 
Cape  Cod  Times 

319  Main  Street,  Hyannis,  MA  02601 


COPY/LAYOUT  EDITOR 
The  Miami  Herald’s  Special  Publications 
Department  is  looking  for  a  copy/layout 
editor.  Must  have  strong  editing  and 
layout  skills,  and  know  AP  news  style. 
Design  experience  with  Macintosh  and 
QuarkXPress  is  a  plus.  Send  resume  and 
five  examples  of  editing  and  design  to: 

Ken  Millman,  Special  Publications 
The  Miami  Herald 
1  Herald  Plaza,  Miami,  FL  33132 
Fax:  (305)  376-2963 
E-mail:  Kmillman@herald.com 


EDITOR,  U.S.  NATIONAL  DESK 
DUTIES:  Writes,  selects  and  edits  copy 
for  the  national  news  report.  Works  with 
writers  in  the  field  to  develop  stories  of 
national  interest.  Writes  national  roun¬ 
dups  on  a  variety  of  subjects.  Require¬ 
ments:  Demonstrated  excellence  as  a 
reporter,  writer  and  editor,  with  experi¬ 
ence  writing  and  editing  spot  news  and 
enterprise.  Must  be  able  to  organize  time 
and  priorities,  thrive  under  deadline  pre¬ 
ssure  and  make  quick  news  judgment. 
Must  have  6-1-  years  editing  experience 
at  a  daily.  To  apply,  send  a  resume  and 
clips  to  Staffing  Department 

The  Associated  Press 
50  Rockefeller  Plaza,  New  York,  NY  10020 
Or  E-mail  resume  tO:  apjobs@ap.org 


EDITORIAL 


EDITOR 


Bloomberg  Press  seeks  a  dynamic 
editor  to  sign  leading-edge  books  from 
top  authors  on  business,  finance, 
investing,  and  personal  finance  in  the 
digital  economy.  You’ll  launch  the 
new-economy  imprint  at  Bloomberg’s 
award-winning  publishing  house  while 
growing  existing  lines.  Working  with 
heads  of  production,  marketing,  and 
sub  rights,  you’ll  be  a  key  player  on  the 
16-person  team  expanding  Bloom¬ 
berg’s  book  and  e-publishing  activities. 
Ideal  candidates  should  have  5-i- 
year’s  acquisitions  experience  in  e- 
business,  new  media,  entrepreneur- 
ialship,  and  the  information  economy. 
Strong  contacts  among  literary  agents, 
writers,  financial  professionals,  Internet 
pioneers,  academics,  and  potential 
alliance  partners,  plus  the  know-how 
to  generate  book  ideas,  commission 
major  authors,  edit  manuscripts,  and 
carry  projects  through  publication. 
Superb  writing  and  presentation 
abilities.  Up-to-date  on  publishing 
trends  and  processes. 

If  you  are  optimistic  and  refreshed  by 
challenge  then  you  are  answering  the 
right  ad.  We  offer  excellent  comprehen¬ 
sive  benefits,  which  include  401(k),  tui¬ 
tion  reimbursement  and  company  spon¬ 
sored  meals.  For  consideration,  please 
send  resume  and  cover  letter,  indicating 
salary  requirements  tO: 

Human  Resources  Department 
AHNiJob  CodeT-ACQ-EP 
100  Business  Park  Drive 
Princeton,  NJ  08542 
Fax:  (917)369-8276 
E-mail;  tbelford(a)bloomberg.net 
No  phone  calls,  please  EOE  M/F/D/V 

BLOOMBERG 


EDITOR 

Dynamic  journalist  sought  for  the  Santa 
Maria  Times,  a  20,000-i-  circulation  daily 
newspaper  on  California’s  spectacular 
Central  Coast.  We’re  looking  for  someone 
who  can  motivate  reporters  and  photo¬ 
graphers  to  put  out  a  top-notch  newspa¬ 
per.  Resume  and  clips  to  Executive  Editor 
Wayne  Agner,  Santa  Maria  Times 
3200  Skyway  Drive 
Santa  Maria,  CA  93455 


ENTERTAINMENT  EDITOR 
Group  of  small  Midwest  dailies  seeks 
editor/writer  to  oversee  and  produce  new 
weekly  regional  arts  and  entertainment 
tab  that  will  range  from  music  and  fine 
arts  to  film  and  dining.  Unique,  full-time 
opportunity  for  A&E  specialist  who  is 
able  to  also  do  layout.  QuarkXPress 
knowledge  beneficial.  Send  replies  to: 

Box  01315,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


EDITORIAL 


EDITORS,  WRITER 
TO  COVER  THE  TECH  BIZ 
Award-winning  monthly  print  publication 
and  news  web  site  published  by  Adweek 
Magazines  seeks  editors  and  a  staff 
writer.  MC  Magazine’s  readers  are  the 
change  agents  inside  technology  and 
Internet  firms,  the  chief  marketers  of 
digital  brands.  We’re  looking  for  a  News 
Editor  to  lead  expansion  of  web  site  con¬ 
tent.  We  also  want  to  add  a  Senior 
Editor  with  the  chops  to  write  in-depth 
features  and  help  edit  the  magazine. 
And  we  also  have  a  Staff  Writer  post 
open  for  a  reporter  with  at  least  2  years 
experience.  For  all  posts,  knowledge  of 
business,  tech  and/or  marketing  is  pre¬ 
ferred,  Work  at  offices  in  San  Francisco, 
NYC  or  Boston.  Send  resume  to: 

kdennis@marketingC3mputers.com 


FEATURES  COPY  EDITOR/DESIGNER 
The  Wisconsin  State  Journal  (90,000 
daily,  160,000  Sunday)  has  an  opening 
for  an  experienced,  innovative,  and 
creative  copy  editor/designer  to  join  our 
features  desk.  Applicants  should  have  at 
least  two  years  of  daily  newspaper  expe¬ 
rience.  A  college  degree  in  journalism  or 
related  field  preferred.  Knowledge  in 
QuarkXPress  and  Adobe  Photoshop  a 
plus.  The  successful  candidate  should 
have  excellent  copy  editing  and  design 
skills  and  be  able  to  create  high-impact 
page  layouts  with  an  attention  to  detail. 
Please  send  cover  letter,  resume  and 
work  samples  by  August  16,  2000  to: 
Wisconsin  State  Journal 
Attention:  V.  John  Pluym  -  HRES 
1901  Fish  Hatchery  Road 
Madison,  Wl  53708 
Fax:  (608)  252-6082 
E-mail:  eshupert@madison.com 
AFFIRMATIVE  ACTION/ 

EQUAL  OPPORTUNITY  EMPLOYER 


FEATURES  EDITOR 

The  Philadelphia  Daily  News,  one  of 
America’s  liveliest  papers,  seeks  an  expe¬ 
rienced  editor  with  vision  to  manage  a 
staff  of  17  writers  and  editors  covering 
lifestyles  and  entertainment.  If  you’ve 
ever  been  told  your  ideas  were  "too 
edgy,’’  you  will  feel  right  at  home  here. 
Send  a  resume  and  features  manifesto 

tO: 

Debi  Licklider,  Philadelphia  Daily  News 
RO.  Box  7788,  Philadelphia,  PA  19101 
Or  E-mail:licklid@phillynews.com 
Or  contact  City  Editor  Theresa  Johnson 
johnstoa@phillynews.com 


ILLINOIS  AGRINEWS  has  fulltime  open¬ 
ings  for  a  Field  Editor  in  our  LaSalle  and 
Bloomington  office.  Seeking  experienced 
reporter,  recent  journalism  or  ag  comm 
graduate.  Ag  background  desirable  but 
not  required.  Photo  experience  a  plus. 
Car  required.  Fax  or  mail  resume  and 
writing  samples  to: 

Joyce  McCullough,  Illinois  AgriNews 
426  Second  St.,  LaSalle,  IL  61301 
Fax  (815)  223-7894 
E-mail  agrinews@theramp.net 


C8  EDITOR  &  PUBLISHER  CLASSIFIEDS  AUGUST  7,  2000 


VKWw.editorandpublisher.com 


Phone:1-888-825-9149  ~  CLUniFIED  IDVERIISIlia  ~  Fax :  (646)  654-5312 


770  Broadway,  New  York,  NY  10003  hpreuss@editorandpublisher.com 


-HELP  WANTED- 


EDITORIAL 


LOOKING  TO  ADVANCE  YOUR  JOUR¬ 
NALISM  CAREER?  The  Daily  News,  a 
Media  General  5-day-a-week  AM  news¬ 
paper  in  North  Carolina’s  “North  Star" 
Rockingham  County,  NC,  has  an 
immediate  opening  for  a  News  Editor, 
This  position  is  open  due  to  advance¬ 
ment.  Candidates  should  have  excellent 
oral  and  written  communications  skills, 
strong  news  judgment  and  a  familiarity 
with  page  layout.  Photo  ability  a  plus. 
Send  cover  letter,  resume  and  clips  to; 

Mitchell  D.  Lynch,  Publisher 
The  Daily  News 
RO.  Box  308,  Eden,  NC  27288 

MANAGING  EDITOR:  Twice-weekly  com¬ 
munity  newspaper  in  a  destination  resort 
area  needs  an  experienced  pro  to  lead  a 
staff  of  seven.  Competitive  salary  and 
benefits  such  as  401(k)  after  three 
months.  Send  resume  to  Nick  Baptista: 
Publisher,  North  Lake  Tahoe  Bonanza 
RO.  Drawer  7820 
Incline  Village,  NV  89452 
Or  E-mail:  baptistacSswiftnews.com 

MOVE  UP  TO  COLUMBUS 
The  Columbus  Dispatch  is  looking  for  a 
paginafor  to  work  on  its  eight-member, 
nighttime  design  desk.  The  right  person 
is  attentive  to  detail,  organized, 
accustomed  to  deadline  pressure  and 
has  a  sense  of  humor.  Initially,  work  will 
involve  paginating  inside  news  pages. 
No  editing  is  involved.  If  all  goes  well, 
the  person  would  get  a  chance  to  design 
the  front  page  and  Metro  front  on  a  regu¬ 
lar,  rotating  basis.  This  is  a  great 
opportunity  for  someone  with  one  or  two 
years’  experience  at  a  smaller  paper  who 
is  looking  to  move  up  to  a  good 
metropolitan  newspaper  in  a  hurry. 

A  good  attitude  is  essential.  Familiarity 
with  Atex  and  QuarkXPress  is  helpful, 
and  some  experience  in  newspaper 
design  would  round  out  the  package. 
The  Dispatch,  which  was  recently  pro¬ 
filed  in  American  Journalism  Review,  is 
committed  to  excellence  and  is  proud  to 
serve  Ohio’s  largest  and  most  vibrant 
city.  Columbus  offers  an  active  arts  com¬ 
munity,  a  wonderful  park  and  recreation 
system,  five  colleges  and  universities, 
including  Ohio  State,  and  is  home  to  the 
National  Hockey  League’s  newest 
expansion  team,  the  Blue  Jackets.  To 
apply,  send  a  resume,  cover  letter,  and 
no  more  than  five  non-returnable  sam¬ 
ples  of  your  work  to: 

Mabry  Donabauer,  Human  Resources 
The  Columbus  Dispatch 
34  S.  Third  Street,  Columbus,  OH  43215 


NEWS  EDITOR 

Atlanta’s  award-winning  alternative 
weekly  seeks  a  hard-hitting  leader  to 
upgrade  our  already  excellent  news  sec¬ 
tion.  We  want  someone  with  solid  news 
judgment,  knowledge  of  investigative 
techniques,  and  a  passion  for  beating 
dailies.  Must  know  good  writing  and 
work  well  with  people.  7  years  pro  jour¬ 
nalism  experience,  including  some  edit¬ 
ing.  Send  resume  and  clips  to: 

Ken  Edelstein,  Creative  Loafing 
750  Willoughby  Way,  Atlanta,  GA  30312 
Or  tO:  ken.edelstein@creativeloafing.com 
EOE.  We  test  for  drugs 


EDITORIAL 


MUNICIPAL  BEAT  REPORTER 
The  Northwest  Herald  seeks  a  bright  and 
energetic  mind  for  municipal  beat  report¬ 
ing  in  the  Midwest’s  most  competitive 
market.  Our  award-winning  35,000 
daily  AM  in  suburban  Chicago  blends  com¬ 
munity  journalism  with  hard-nosed 
investigative  reporting.  We  offer  more 
than  good  benefits  and  great  advance¬ 
ment  potential.  Our  full-time  writing 
coach  and  training  budget  are  the  envy 
of  the  industry.  The  successful  candidate 
must  go  beyond  the  boardroom  vote  and 
handle  a  diverse  workload  that  includes 
enterprise  projects  and  feature  writing. 
Precision,  creativity  and  energy  are  not 
optional.  Two  (2)  years  daily  experience 
preferred  and  applicable  college  degree 
required.  Send  resume,  references  and 
writing  samples  tO: 

Greg  Rivara,  News  Editor 
Northwest  Herald 

1  Herald  Square,  Crystal  Lake,  IL  60014 
Or  fax  to  (8 15)  459-5640 


NATIVE  JOURNALISM  ORGANIZATION 
SEEKS  EXECUTIVE  DIRECTOR 
The  Native  American  Journalists  Associa¬ 
tion  is  a  16-year-old  non  profit  organiza¬ 
tion.  It  has  a  membership  of  approxi¬ 
mately  500  people  from  the  U.S.,  Canada 
and  South  and  Central  America. 

NAJA  seeks  to  serve  and  empower  Native 
communicators  through  programs  and 
activities  designed  to  enrich  journalism 
and  promote  Native  cultures. 

An  Executive  Director  is  being  sought  to 
lead  this  dynamic  organization  to  new 
heights.  Our  central  office  is  based  in  Min¬ 
neapolis,  MN.  The  starting  salary  is 
$45,000  plus  great  benefits! 

For  a  complete  job  description  please 
check  our  website:  www.naja.com 
All  applications  must  be  postmarked  by 
midnight  September  8,  2000.  Thank  you 
for  your  interest!  For  more  information  E- 
mail  Mary  Annette  Pember,  President, 
Board  of  Directors  mpember@aoLcom 
Or  visit  our  website. 


NEWS  EDITOR 

The  Hawaii  Tribune-Herald  on  the  Big 
Island  of  Hawaii  is  looking  for  a  highly 
motivated,  enthusiastic  journalist  with 
strong  editing  and  page  design  skills. 
Ability  to  manage  the  newspaper’s  copy 
desk,  working  with  reporters  and  the 
editor  to  develop  news  content,  and  pro¬ 
ducing  special  sections  and  news 
stories.  Strong  pagination  skills  a  must, 
knowledge  of  QuarkXPress,  Photoshop 
and  Freehand  a  plus.  West  coast  candi¬ 
dates  preferred. 

The  Tribune-Herald  is  located  in  Hilo. 
Circulation  of  20,000  and  is  published 
Sunday  through  Friday  mornings.  Send 
resumes,  references  and  work  samples 
to  David  Bock,  Hawaii  Tribune-Herald, 
RO.  Box  767,  Hilo,  HI  96721. 


THE  NEWS-TIMES  of  Danbury,  Con¬ 
necticut  has  an  opening  for  a  copy 
editor/page  designer  on  our  universal 
desk.  Strong  language  skills,  design 
experience  required.  Make  an  impact 
from  Page  1  to  the  sports  cover.  Contact: 

Liz  Healy,  The  News-Times 
333  Main  Street,  Danbury,  CT  0681 1 


EDITORIAL 


NEWSROOM  LIBRARIAN 
The  Augusta  (GA)  Chronicle  seeks  an 
energetic  and  highly  motivated  chief 
librarian  to  manage  newsroom  library, 
which  is  open  to  the  public.  Will 
supervise  three  full-time  assistants  in 
this  important  service  department  that 
generates  considerable  revenue.  This 
hands-on  position  requires  the  suc¬ 
cessful  candidate  to  be  both  a  coach 
and  a  player.  Advance  computer  literacy 
is  a  must.  Four-year  library  science 
degree  preferred  as  is  experience  manag¬ 
ing  newspaper  library. 

The  Chronicle  (Circulation  100,000  Sun- 
-days)  is  located  in  Georgia’s  second- 
largest  metropolitan  area.  This  is  a  key 
position  in  our  newsroom.  Call  (706) 
828-2946  or  send  cover  letter,  resume 
and  references  to: 

Will  Kennedy,  Managing  Editor 
The  Augusta  Chronicle 
RO.  Box  1928,  Augusta,  GA  30903-1928 
The  Chronicle  offers  competitive  salary 
and  benefits.  EOE 


THE  DANVILLE  REGISTER  &  BEE 
(22,500  daily,  26,000  Sunday'  is  seek¬ 
ing  candidates  for  city  editor.  The  city 
editor  works  with  the  managing  editor  in 
overseeing  a  staff  of  10  reporters.  The 
right  applicant  will  have  strong  copy  edit¬ 
ing  skills  and  the  ability  to  conceive  and 
develop  story  ideas.  The  ability  to  teach 
young  reporters  is  a  must.  To  apply  con¬ 
tact  Arnold  Hendrix,  editor: 

Danville  Register  &  Bee 
RO.  Box  331,  Danville,  VA  24543 
Phone  (804)  793-2311  ext.  3038 


EDITORIAL 


COPY  EDITOR/'PAGINATOR 
The  Times-Picayune,  News  Orleans’ 
daily  newspaper,  is  looking  for  a  sports 
copy  editor/paiginator.  The  position 
requires  layout  abilities,  pagination  expe¬ 
rience  and  a  strong  command  of  the 
English  language.  Must  be  able  to  edit 
copy  and  write  bright,  accurate  head¬ 
lines  under  deadline  pressure.  At  least 
two  years  experience  as  a  copy  editor  on 
a  daily  newspaper  is  preferred.  This  is  a 
permanent  part-time  position.  Send 
resume  and  portfolio  to: 

Steve  Rocca,  Sports  Editor 
Srocca@TimesPicayune.com 
The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  70125-1429 
An  equal  opportunity  employer  M/F 


ASSOCIATE  EDITOR 

New  Times  is  looking  for  an  associate 
editor  for  its  news  and  entertainment 
weekly  in  San  Francisco.  We  want  an 
editor  who  has  a  fine  touch  with  copy,  a 
firm  grasp  of  the  magazine  style  and  a 
solid  background  in  arts/features. 
Qualified  applicants  will  have  the 
demonstrated  ability  to  deal  with  lengthy 
news  and  feature  articles  and  the  self- 
confidence  needed  to  work  comfortably 
with  a  staff  of  writers  who  routinely  win 
national  journalism  awards.  Interested 
candidates  should  send  a  cover  letter,  a 
resume  and  clips  to: 

John  Mecklin,  Editor 
SF  Weekly 

185  Berry  Street,  Lobby  4.  Suite  3800 


E-mail:  ahendrix@registerbee.com 


EDITORIAI. 


EDITORIAL 


Manage  the  Best 


New  Times,  publisher  of  eleven  magazine-style  weekly 
nevYspapers,  neecJs  managing  editors  at  its  award-winning 
papers  in  Miami  and  Ft  Lauderdale.  We  are  looking  for 
experienced  editors  with  excellent  news  judgment  superior 
management  skills  and  the  ability  to  help  staffers  produce 
quality  news  stories.  The  managing  editor  supervises  the 
day-to-day  operations  of  the  editorial  department  Fine 
writing  and  editing  skills  are  essential.  The  interview  process 
will  include  an  extensive  editing  test 

New  Times  offers  competitive  salaries  and  benefits. 
Qualified  applicants  should  send  cover  letter,  resume 
and  clips  to: 


Christine  Brennan 
Executive  Managing  Editor 
Re:  ME/E&P 

P.O.  Box  5970,  Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 


www.editorandpubllsher.com 
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•HELP  WANTED- 


EDITORIAL 


ONLINE  NEWS  EDITOR 
HoustonChronicle.com  is  seeking  an 
Online  News  Editor  to  oversee  its  online 
news  operations  -  from  working  with  the 
newsroom  and  other  editorial  areas  to 
identifying  subjects  for  daily  online 
development  to  outlining  coverage  plans 
for  significant  news  events,  such  as  the 
Olympics.  Experience  working  with  Web 
sites  helpful,  but  significant  news  and 
management  experience  more  essential. 
The  Houston  Chronicle  has  just  inte¬ 
grated  the  content  of  its  Web  operations 
with  its  editorial  division.  Working  with 
other  site  editors,  the  Online  News 
Editor  will  play  a  key  role  in  developing 
both  the  staff  resources  and  the  news  con¬ 
tent  of  the  site,  including  increasing  use 
of  multimedia,  interactivity  and  online 
databases  of  local  information. 


EDITORIAL 


EDITORIAI. 


EDITORIAI. 


E-mail  a  cover  letter  outlining  your 
qualifications  and  interest  in  the  job 
along  with  a  current  resume,  to; 

scott,clark@chron,com 
Or  mail  to: 

Scott  Clark,  Assistant  Managing  Editor 
Houston  Chronicle 
RO.  Box  4260,  Houston,  TX  77210 


PHOTO  EDITOR 

Seeking  detail-oriented,  creative  team- 
player  who  is  able  to  juggle  multiple 
tasks,  and  manage  CARE’S  extensive 
photo  library,  including  archiving,  re¬ 
searching  and  editing.  Relationships 
with  photographers  will  be  essential.  An 
intermediate  photography  background  is 
required  with  opportunity  for  foreign 
travel. 

QUALIFICATIONS 

Excellent  picture  judgment.  Ability  to  col¬ 
laborate  with  in-house  designers,  writer 
and  public  relations  staff  to  produce 
appropriate  visual  materials.  Knowledge 
of  digital  imaging  solutions  such  as 
cameras,  scanners,  software,  Photoshop/ 
photo  manipulation  and  electronic  photo 
archiving.  Must  possess  excellent  orga¬ 
nizational  skills.  Ability  to  work  well 
under  pressure  in  deadline  situations 
with  minimum  supervision.  3-5  years  of 
photo  editing/photography  or  photo 
library  experience  required,  Web  Experi¬ 
ence  desired.  Send  resume  to: 

Tanis  Cordes,  CARE  USA 
151  EllisSt.NE,  Atlanta,  GA  30303 


REPORTERS: 

The  Berkeley  Daily  Planet  (CA),  6-days/ 
week  hard  news  community  newspaper 
(10,600  circulation  and  growing),  seeks 
experienced  reporters  for  small  and  grow¬ 
ing  staff.  Extremely  fast-paced  newsroom 
(7-8  stories/week/reporter).  Looking  for 
persons  with  daily  news  experience  for  non- 
-traditional  newsroom  that  rewards  quality 
reporting.  Photography  and  page  design 
experience  a  plus  (QuarkXPress),  Com¬ 
petitive  compensation  and  stock  options 
plus  unparalleled  career  path  up  to  Editor! 
E-mail,  fax,  send  resume,  salary  history,  5 
clips:  Recruiting,  Berkeley  Daily  Planet; 

2076  University  Avenue,  Berkeley,  CA  94704 
510-841-5695  (tax) 
newshr@berkeleydailyplanet,com 


REPORTERS 

National  acclaim  and  prizes  have 
followed  the  Mobile  (AL)  Register’s  rise 
to  prominence  as  one  of  the  South’s  best 
dailies.  We’re  a  100,000-plus  Newhouse 
newspaper  known  for  big  projects,  fine 
writing  and  tough  investigation.  We 
believe  that  greatness  starts  at  the 
reporters’  desks  and  we  have  some  of 
those  desks  open  right  now,  on  our  busi¬ 
ness,  city  and  suburban  staffs.  Contact: 

Dewey  English,  ME,  Mobile  Register 
RO.  Box  2488,  Mobile,  AL  36652 


THREE  OPENINGS  AT  17,000  daily, 
family-owned  located  in  beautiful 
Greenwood,  SC.  Small  college  town, 
close  to  cities  with  great  concert  venues. 
SPORTS  WRITER/PAGE  EDITOR.  PAGE 
EDITOR/REPORTER.  REPORTER. 
Page  editing  requires  skills  in  QuarkX¬ 
Press,  Photoshop,  Reporting  is  topical  and 
geographical  beat.  Photography  required. 
Send  cover  letter,  resume,  clips  to: 

Richard  Whiting,  Managing  Editor 
The  Index-Journal 

RO.  Box  1018,  Greenwood,  SC  29648 
Fax:  (864)223-7331 
E-mail:  rwhiting@indexjournal.com 


RELIGION  REPORTER 
Hundreds  of  thousands  of  Hampton 
Roads  residents  make  faith  a  vital  part 
of  their  lives  and  their  values.  Why  is 
religion  so  important  to  them?  How  does 
it  give  meaning  to  their  lives?  How  does 
it  strengthen  and  sustain  in  times  of  trou¬ 
ble?  And  what  role  does  it  play  in  other 
arenas,  such  as  politics,  government  and 
popular  culture? 

The  Regional  Issues  Team  is  looking  for 
a  religion  reporter  who  will  consistently 
reveal  answers  to  these  questions  by 
showing  how  people  live  their  faith.  The 
beat  requires  someone  with  a  high  level 
of  initiative,  someone  eager  to  go  out 
into  the  cities  and  the  pews  to  find  great 
stories. 

Versatility  is  also  a  key.  The  region  is 
home  to  several  conservative  Christian 
mega-churches  with  thousands  of  mem¬ 
bers,  but  also  to  many  synagogues  and 
growing  communities  of  Muslims, 
Hindus  and  Buddhists.  This  reporter 
might  have  to  produce  a  lucid,  hard- 
edged  story  on  deadline  about  the  latest 
goings-on  at  Pat  Robertson’s  Christian 
Coalition,  then  switch  gears  the  next  day 
to  write  a  Daily  Break  feature  about  a  col¬ 
orful  religious  ceremony. 

ESSENTIAL  FUNCTIONS 

•  Produce  a  varied  mix  of  stories,  includ¬ 
ing  breaking  news,  features,  explana¬ 
tory  pieces  and  profiles  of  new¬ 
smakers. 

•  Develop  a  wide  range  of  sources,  from 
leaders  of  churches  and  other  religious 
organizations  to  regular  people  who  let 
their  faith  speak  for  them. 

•  Provide  a  local  lens  on  national  and 
international  stories  that  significantly 
affect  religious  life  in  Hampton  Roads 
or  that  raise  compelling  ethical  issues. 
SKILLS  AND  KNOWLEDGE  REQUIRED 

•  A  strong  interest  in  religion, 

•  Demonstrated  resourcefulness,  diligence 
and  accuracy  in  reporting. 

•  The  ability  to  write  with  vigor,  clarity 
and  grace  —  even  on  a  tight  deadline. 

•  Four-year  college  degree  with  four  to 
five  years  of  reporting  experience. 

•  Willingness  to  work  weekends  when 
necessary. 

Interested  candidates  should  contact: 

Bill  Henry,  Regional  Issues  Team  Leader 
bhenry@pilotonline.com 
The  Virginian-Pilot 
150  W.  Brambleton  Avenue 
Norfolk,  VA  23510 


REPORTER 

The  Day,  an  award-winning,  42,000 
circulation  daily  in  eastern  Connecticut, 
is  seeking  a  municipal  reporter  with  1-3 
years  experience.  We’re  looking  for 
someone  who  knows  their  way  around 
town  hall  but  can  also  go  into 
neighborhoods  and  uncover  stories  that 
matter.  The  Day  has  been  a  New  Eng¬ 
land  Newspaper  of  the  year  and  was 
selected  as  one  of  the  top  100  papers  in 
the  country  by  Columbia  Journalism 
Review.  Send  resume  and  clips  tO: 

Tim  Cotter,  Assistant  Managing  Editor 
RO.  Box  1231,  New  London,  CT  06320 
E-mail:  t.cotter@newlondonday.com 


The  Daily  Iberian,  in  the  heart  of  Louis¬ 
iana’s  Cajun  Country,  is  looking  for  a  gen¬ 
eral  assignment  reporter  for  our  7-day, 
15,000-circulation,  national  award¬ 
winning  newspaper.  The  ideal  candidate 
will  have  strong  writing,  spelling  and  gram¬ 
mar  skills,  as  well  as  an  intense  curiosity. 
Send  cover  letter,  resume  and  clips  tO: 

Jim  Smith,  Managing  Editor 
The  Daily  Iberian 

RO.  Box  9290,  New  Iberia,  LA  70562 
Or  fax:  (337)367-9640 
Or  E-mail:  jsmith@my.iberianet.com 


REPORTER 

The  Kiplinger  organization,  one  of  Amer¬ 
ica’s  most  respected  publishers,  seeks  a 
bright,  motivated,  inquisitive  individual 
for  a  research  reporter  position  on  our 
Kiplinger’s  Personal  Finance  magazine 
staff,  at  our  headquarters  two  blocks 
from  the  White  House.  Individual  to  fact- 
check  articles  for  factual  accuracy. 
Applicants  must  have  a  degree  in  Jour¬ 
nalism.  Excellent  fact-checking,  research 
and  reporting  skills.  Strong  analytical, 
quantitative  and  communication  skills. 
Must  be  able  to  work  well  as  part  of  a 
team  under  the  pressure  of  deadlines. 
Good  computer  skills  are  essential 
Terrific  opportunity  at  a  prestigious  jour¬ 
nalism  organization  that  is  one  of  the 
best  employers  in  Washington. 

Company  offers  a  comprehensive  benefit 
package. 

If  qualified,  send  cover  letter,  resume 
and  transcript  to: 

Personnel  Department 
Kiplinger’s  Personal  Finance  Magazine 
1729  H  Street,  NW 
Washington,  DC  20006 
FAX:  (202)496-1817 
personneLdepartment@kiplinger.com 
EOE 


THE  NEWSTRIBUNE,  a  Midwest,  mid¬ 
size,  Monday-Saturday  PM,  located 
about  1  1/2  hours  from  Chicago, 

midway  between  Rockford  and  Peoria, 
IL  is  seeking  to  fill  two  full-time  posi¬ 
tions.  We  are  a  family-owned  operation 
where  which  your  ideas  will  be  heard. 

GENERAL  ASSIGNMENT  REPORTER 
Good  starting  salary  and  benefits.  Ideal 
candidate  will  have  previous  newspaper 
experience  and  knowledge  of  local  gov¬ 
ernment.  Editing  and  layout  experience 
helpful. 

Send  resume  and  clips  to: 

Joyce  McCullough,  NewsTribune 
426  Second  St.,  LaSalle,  IL  61301 


ONLINE  MAGAZINE  wants  reporters  on 
a  wide  range  of  lifestyle  and  health 
topics.  Work  with  newspaper-ex¬ 
perienced  staff  on  enterprise  and  trend 
stories.  Required:  News  experience; 
Web  savvy;  engaging,  lucid  style;  must 
relocate  to  Delaware.  Health  writing 
experience  preferred.  Respond  to: 
dale@epotec.com 


PAGE  DESIGNER 

The  Cape  Cod  Times,  an  award-winning 
medium-sized  daily  located  in  one  of  the 
East  Coast’s  premier  vacation  destina¬ 
tions,  is  seeking  news  and  sports  des¬ 
igners.  We’re  looking  for  a  high-energy  vis¬ 
ual  journalist  with  solid  news  judgment 
and  a  strong  understanding  and  apprecia¬ 
tion  of  typography,  color  and  photography 
and  how  to  layer  information  on  a  page. 
The  ideal  candidate  will  be  a  conceptual 
thinker  driven  by  content,  will  have  a 
passion  for  quality  and  the  ability  to  work 
effectively  on  deadline  as  part  of  a  team. 
Must  be  ’luent  in  QuarkXPress.  Newspa¬ 
per  design  experience  required.  Editing 
experience  a  great  plus.  Qualified  candi¬ 
dates  should  send  a  cover  letter,  resume, 
salary  history  and  six  non-returnable 
work  samples  to: 

Andrea  Miller,  Presentation  Editor 
Cape  Cod  Times 

319  Main  Street,  Hyannis,  MA  02601 


REPORTER.  We’re  looking  for  an  experi¬ 
enced  reporter  to  cover  issues  in  a  big 
city  where  redevelopment  has  become 
the  issue.  We’re  in  a  competitive  situa¬ 
tion,  but  we  don’t  want  to  be  No.  2  on 
any  story.  This  is  an  enterprise-driven 
beat.  Computer-assisted  reporting  a 
plus.  Stories  can  appear  on  the  front 
page  or  the  business  page.  Salary  is 
negotiable.  Send  replies  to: 

Box01322,  Editors  Publisher 
770  Broadway,  7th  Fir.,  NY,  NY  10036 


REPORTERS 

Award-winning  suburban  Philadelphia 
33,000  daily  has  immediate  openings 
on  several  key  beats,  including  educa¬ 
tion  and  courts.  Daily  or  strong  weekly 
experience  required.  Collegial,  fast-paced 
newsroom  in  competitive  area.  Send  let¬ 
ter,  resume,  samples  to  Barry  Schickl- 
ing.  Managing  Editor,  Daily  Local  News, 
250  N.  Bradford  Avenue,  West  Chester, 
PA  19382,  ortoeditor@dailylocaLcom. 
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EDITORIAL 


THE  DAILY  NEWS,  a  Media  General  5- 
day-a-week  AM  newspaper  in  North 
Carolina's  "North  Star"  Rockingham 
County,  NC,  is  looking  for  a  well- 
rounded  journalism  professional  to  fill  its 
Managing  Editor  position.  This  position 
is  opening  due  to  advancement.  If  you 
looking  to  make  the  next  step  in  your 
journalism  career,  we  want  to  talk  to 
you.  Candidates  should  have  a  back¬ 
ground  in  management,  excellent  editing 
skills,  strong  news  judgment,  familiarity 
with  page  layout/design  and  the  ability 
to  lead  a  seven-member  newsroom. 
Photo  ability  a  plus.  Send  cover  letter, 
resume  and  clips  to: 

Mitchell  D.  Lynch,  Publisher 
The  Daily  News 
PO.  Box  308,  Eden,  NC  27288 


NIGHT  CITY  EDITOR 

The  Island  Packet,  a  growing  McClatchy- 
owned  daily  on  beautiful  Hilton  Head 
Island,  SC,  is  interviewing  candidates  for 
the  position  of  night  city  editor.  The 
Packet,  a  daily  serving  an  area  that’s 
rich  both  culturally  and  environmentally, 
is  a  consistent  state  and  regional  award 
winner. 

The  Night  City  Editor  handles  copy  for 
the  next  day’s  edition,  supervises  the 
night  news  gathering  and  editing  opera¬ 
tion,  helps  plan  the  Sunday  newspaper 
and  sees  it  through  to  publication. 

The  ideal  candidate  will  have  at  least 
five  years  experience  reporting  and  edit¬ 
ing,  including  supervisory  experience. 
Knowledge  of  page  design  is  desirable. 
Send  cover  letter  and  resume  tO: 

Fitz  McAden,  Executive  Editor 
The  Island  Packet 
RO.  Box  5727 

Hilton  Head  Island,  SC  29938 
E-mail:  fmc3den@islandpacket.com 


WINE  REPORTER:  The  Seattle  Times  is 
looking  for  a  skilled  journalist  with  at 
least  five  years  of  news  reporting  experi¬ 
ence  who  has  interest  and  knowledge 
about  the  wine  industry  and  wine.  We’re 
looking  for  sooieone  who  has  wine  palate 
and  who  can  guide  and  educate  readers 
on  the  quality,  use,  taste  and  purchase  of 
wines.  The  work  includes  writing  weekly 
stories  on  wine,  from  a  list  of  what  to 
drink  during  particular  holidays  to  what’s 
available  In  the  stores;  covering  the  busi¬ 
ness  of  the  wine  industry  from  growth  to 
distribution,  pesticides  to  labor  issues; 
educating  consumers  on  topics  from  the 
mark-up  in  prices  to  new  products  for 
restrictive  diets.  This  reporter’s  work  will 
appear  weekly  in  the  Food  section,  S/He 
will  write  for  the  annual  wine  issue  of 
Pacific  Northwest  magazine,  as  well  as 
provide  regular  travel  pieces  for  the  travel 
sections.  Please  post  your  cover  letter  and 
resume  via  The  Seattle  Times  electronic 
database  at  http://recruiterl.webhire.com/ 
seatimesor  E-mail: 

seatimes@rpc.webhire.com 
Then  mail  a  hard  copy,  including  a  note  out¬ 
lining  your  interests  and  qualifications  to: 

Patricia  Foote 

Assistant  Managing  Editor/Hiring 
The  Seattle  Times  Newsroom 
RO,  Box  70,  Seattle,  WA  981 1 1 


EDITORIAL 


SENIOR  WRITER  for  Golfweek’s  Superin¬ 
tendent  News,  a  twice-a-month  trade 
publication  focusing  on  golf  course  main¬ 
tenance,  development  and  design.  Appli¬ 
cants  must  have  five  years  of  reporting 
experience  in  daily  news  environment. 
Knowledge  of  golf,  turfgrass  science  and 
business  are  crucial.  Send  resume  and 
examples  of  writing  to: 

Dale  Gardner,  Deputy  Editor/Business 
GOLFWEEK 

1500  Park  Center  Drive,  Orlando,  FL  32819 


SNL  SECURITIES,  the  nation’s  leading 
publisher  of  news  and  information  on 
the  financial  services  industry,  is  located 
on  the  historic  downtown  Mall  in  Charlot¬ 
tesville,  VA.  We  are  currently  seeking 
talented  individuals  for  the  following  posi¬ 
tions: 

NEWS/EDITORIAL  WRITERS  for  niche- 
oriented  publications  in  the  financial 
services  sector.  Duties  include 
researching  and  writing  daily  and  weekly 
news  stories  in  a  designated  industry, 
using  financial  news  wires,  the  Internet, 
SEC  filings,  and  interviews  with  industry 
observers  as  sources.  A  Bachelor’s 
degree  in  journalism,  business  or  a 
related  field  is  preferred. 

NEWS  DIRECTOR  to  manage  SNL’s 
news  staff  and  produce  daily  and  weekly 
financial  newsletters.  Responsibilities 
include  editing  daily  financial  news 
stories  and  overseeing,  from  a  content 
perspective,  the  production  of  five 
highly-respected  financial  newsletters. 
Job  requires  a  good  news  sense,  good 
organization  and  management  skills,  and 
the  willingness  to  be  responsible  for  first- 
class  products  aimed  at  a  professional 
audience.  Some  editing  experience  is 
required,  although  prior  management 
experience  is  not  required  provided  such 
skills  are  demonstrable  in  another  way. 
Hours  are  1 1  a.m.  to  8  p.m.  Contact: 
Recruiting  Specialist,  SNL  Securities 
RO.  Box  2124,  Charlottesville,  VA  22902 
Fax  to  (804)  244-4617 
Or  E-mail  to  opportunities@snl.com 
For  more  information  about  SNL,  please 
visit  www.snl.com.  EOE 


SPORTS  COPY  EDITOR 
The  Palm  Beach  Post  is  seeking  a  well- 
rounded  copy  editor  with  excellent  word 
and  layout  skills.  Pagination  experience 
is  preferred,  but  not  required.  Applicants 
interested  in  working  for  a  fast-paced, 
metropolitan  market  should  send 
resumes  to  Tim  Burke,  executive  sports 
editor,  RO.  Box  24700,  West  Palm 
Beach,  FL  33416. 

E-mail  tim_burke@pbpost.com 


SPORTS  DESIGNER 

The  Palm  Beach  Post  seeks  a  dynamic 
sports  page  designer  who  understands 
that  content  —  not  gimmicks  —  drives 
design.  Designer  is  responsible  for  cen¬ 
terpiece  packages,  special  projects  and 
sections  and  big-event  coverage.  Send 
cover  letter,  resume  and  pages  to  Tim 
Burke,  executive  sports  editor,  2751  S. 
Dixie  Highway,  West  Palm  Beach,  FL 
33416.  E-mail:  tim_burke@pbpost.com 


EDITORIAI, 


SAN  ANTONIO  EXPRESS-NEWS 
ASSISTANT  BUSINESS  EDITOR 
Help  the  San  Antonio  Express-News 
repeat  its  1998  win  in  the  Large  News¬ 
paper  category  in  the  Society  of  America 
Business  Writers  and  Editor’s  "Best  in 
the  Business"  contest.  Our  staff  has 
grown  to  include  nine  business-news 
reporters  and  a  columnist.  The  Hearst- 
owned,  Express-News  is  the  third  largest 
circulation  paper  in  Texas. 

We  need  someone  who  possesses  strong 
line-editing  skills,  who  can  sharpen  copy 
on  deadline,  and  who  enjoys  discussing 
and  developing  story  ideas.  The  suc¬ 
cessful  candidate  will  be  comfortable 
working  with  experienced  reporters  and 
able  to  mentor  less-experienced  staff. 

Be  part  of  a  team  whose  stories  have 
included  music  piracy  and  the  Internet; 
the  growth  of  SA-based  SBC  Communi¬ 
cations  Inc.;  new  baby  dot-coms  and 
developing  bio-tech  firms;  border 
assembly  plants  known  as  maquil¬ 
adoras;  and  the  economics  of  the  city’s 
famed  River  Walk. 

Send  cover  letter  telling  us  why  you  are 
the  best  choice,  resume  and  writing  sam¬ 
ples  with  salary  expectation  to: 

Business  Editor 
San  Antonio  Express-News 
RO.  Box  2171 

San  Antonio,  TX  78297-2171 
E-mail:  vvaughan@express-news.net 


POLICE/COURT  reporter  for  strong  inde¬ 
pendent  weekly  currently  expanding 
newsroom.  11,000  paid  circulation  in 
Northern  New  Mexico,  not  group  owned. 
Must  have  some  experience  covering  the 
beat.  Lots  of  freedom  to  open  closet 
doors,  rattle  skeletons.  Fully  paid 
medical,  dental.  Salary  based  on  experi¬ 
ence.  Rio  Grande  Sun  (505)  753-2126. 
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SPORTS  EDITOR 

BE  A  SPORTS  EDITOR  IN  WYOMING. 
Daily  newspaper  in  scenic  Wyoming  com¬ 
munity  of  20,000  needs  a  sports  editor 
to  manage  pages,  write  stories, 
coordinate  coverage.  We’ve  been  a  gen¬ 
eral  excellence  winner  five  times  in  past 
10  years.  Good  pay  for  our  size  (10,(X)0 
circ.)  Good  benefits,  relaxed  workplace. 
Outdoor  opportunities  abound.  College 
town.  We’ll  pay  for  your  move.  Quick 
responses,  please  tO: 

Steve  Peck,  publisher.  The  Ranger 
RO.  Box  993,  Riverton,  WY  82501 
ranger@wyoming.com 


SPORTS  REPORTER/EDITOR:  6,000 
circulation  daily  with  strong  emphasis  on 
community  sports.  State-of-the  art 
equipment.  Macintosh  computers.  Quark 
Express  and  Word.  Challenging  work; 
pleasant  working  conditions.  11- 
member  newsroom.  Family-owned  and 
operated.  Small-town  atmosphere. 
Located  on  island.  Opportunity  for  advan¬ 
cement.  Profit  sharing  plan,  paid  vaca¬ 
tion,  medical/dental  insurance  plan,  and 
401 K.  Send  letter,  resume  and  clips  to 
Scott  Bowlen,  Managing  Editor, 
Ketchikan  Daily  News,  501  Dock  St., 
Ketchikan,  Alaska  99901;  e-mails  may 
be  sent  to  Scott’s  attention  at: 
tena@ktn.net 


TECHNOLOGY  REPORTER 
National  award-winning  weekly  with 
Web  daily  edition  www.rbj.net  seeks 
person  skilled  in  both  breaking  news  and 
in-depth  reporting.  Two  years’  experi¬ 
ence  required.  Send  resume,  clips  tO: 

Department  E.,  Rochester  Business  Journal 
55  St.  Paul  Street,  Rochester,  NY  14604 
Or  E-mail  rbjeditor@aol.com 
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COME  GROW  WITH  US 
The  News  &  Record  in  Greensboro,  a 
100.000  daily  between  North  Carolina’s 
beaches  and  mountains,  enjoys  a 
national  reputation  for  growing  jour¬ 
nalists.  As  N  &  R  travel  editor  Lydian 
Bernhardt  says,  “The  company  offers  the 
most  extensive  collection  of  on-site  pro¬ 
fessional-development  opportunities  I've 
ever  heard  of.”  Arlene  Morgan,  former 
recruiter  for  The  Philadelphia  Inquirer, 
says,  the  N&R  is  “another  stop  on  the 
way  up  for  many,  many  journalists. 
Work  is  solid  and  often  enterprising.  A 
good  company  to  work  for."  We’re  wrap¬ 
ping  up  our  biggest  expansion  ever  - 
adding  33  journalists  -  and  we  need 
assistant  city  editors,  a  wires  editor,  beat 
and  general  assignment  reporters  and 
copy  editor/designers.  Please-  send 
resume  and  work  samples  tO: 

Ed  Williams,  Recruitment  Coordinator 
News  &  Record 

RO.  Box  20848,  Greensboro,  NC  27420 
www.news-record.com/company/ 


SPORTS  DESIGN  ACE 
The  Antelope  Valley  Press  seeks  a  sports 
design  ace  who  can  also  lead  an 
aggressive  shift  during  critical  weekend 
play.  We  are  a  thriving,  award-winning 
50,000  circulation  daily  in  the  Antelope 
Valley  located  in  North  Los  Angeles 
County.  The  right  candidate  must  have 
flair,  attention  to  detail,  ability  to  edit 
with  speed  and  care  and  QuarkXPress 
skills  a  must.  Competitive  salary  and 
benefit  package.  Submit  cover  letter  and 
resume  to  The  Antelope  Valley  Press: 

Attn:  Human  Resources 
RO.  Box  4050,  Palmdale,  CA  93590 


STAFF  EXPANSION 

The  Florida  Keys  Media  Group,  pub¬ 
lishers  of  the  daily  Key  West  Citizen, 
eight  affiliated  weeklies,  numerous  niche 
products  and  various  online  products, 
including  keywest.com,  is  expanding 
staff  and  coverage.  Candidates  are 
sought  for  the  following  positions: 
MANAGING  EDITOR  -  Successful  candi¬ 
date  must  have  at  least  two  years  expe¬ 
rience  directing  a  daily  newsroom, 
creative  flair,  computer-layout  experi¬ 
ence  and  the  ability  to  make  a  talented 
staff  even  better. 

NEWS  EDITOR  -  QuarkXPress-savvy 
person  to  run  nighttime  news  desk.  The 
successful  candidate  must  have  at  least 
two  years  of  layout  experience  and  be  an 
excellent  headline  writer. 

COPY  DESK/LAYOUT  -  Copy  editing  and 
QuarkXPress  experience  preferred.  Will 
be  part  of  nighttime  news  desk  opera¬ 
tion. 

WEEKLY  EDITOR  -  Must  have  writing, 
editing  and  layout  experience.  Small- 
market  experience  a  plus.  Must  know 
QuarkXPress. 

REPORTERS  -  Experience  preferred,  but 
will  consider  recent  graduates. 
Respondents  should  send  resume,  clips 
and  references  to: 

Publisher,  The  Key  West  Citizen 
RO.  Box  1800,  Key  West,  FL  33040 
bbarry@keysnews.com 


EDITORIAI- 


ROOM  AT  THE  TOP 
CLEVELAND  SCENE 

New  Times,  publisher  of  eleven  maga¬ 
zine-style  newsweeklies,  is  looking  for  an 
editor  to  lead  the  award-winning  staff  of 
journalists  at  its  paper  in  Cleveland.  We 
want  an  editor  with  news  and  feature 
experience,  someone  who  can  help  staf¬ 
fers  generate  superior  magazine-length 
stories  and  guide  beginning  writers  as 
well  as  accomplished  ones.  The  ideal 
candidate  will  be  able  to  edit  and  write, 
leading  by  example  rather  than  by 
dictate.  The  interview  process  will 
include  an  extensive  test.  New  Times 
offers  competitive  salaries  and  benefits. 
Qualified  applicants  should  send  a  cover 
letter,  a  resume  and  clips  tO: 

Christine  Brennan 
Executive  Managing  Editor 
RO.  Box  5970 
Denver,  CO  802 1 7 
Re:  E&P/Editor 

To  learn  more  about  New  Times,  visit 
our  website  at  www.newtimes.com 


Tired  of  nights,  weekends  and  newsroom 
politics?  Then  we’ve  got  two  jobs  that 
might  interest  you.  Crain’s  Cleveland 
Business,  a  weekly  business  paper,  is 
seeking  two  hard-news  reporters,  one  to 
cover  marketing  and  education  and  the 
other  to  cover  finance  and  courts.  Send 
resume  and  clips  to  Editor  Mark  Dodosh, 
700  W.  St.  Clair  Avenue,  Suite  310, 
Cleveland,  OH  44113.  Information  also 
can  be  sent  via  fax  at  (216)  522-0625. 


SENIOR  REPORTER 

Located  in  suburban  Washington,  DC, 
America’s  premier  publisher  of  business- 
to-business  newsletters  seeks  a  highly 
motivated  journalist  to  join  its  fast-paced 
Aviation  Group.  This  is  a  key  position 
requiring  ability  to  research,  write 
stories,  articles,  and  special  supple¬ 
ments  for  an  8-10  page  weekly  newslet¬ 
ter  focusing  on  the  financial  performance 
of  the  airline  industry.  Candidates  must 
be  able  to  (1)  draw  insights  and  con¬ 
clusions  from  a  flood  of  data;  (2)  stay  off 
the  path  beaten  by  pack  journalists;  (3) 
conduct  thoughtful  analyses;  (4)  work  in 
a  team-oriented  environment;  and  (5) 
meet  tight  deadlines.  Qualified  candi¬ 
dates  must  have  strong  writing,  proof¬ 
reading,  and  reporting  skills.  The  perfect 
candidate  will  have  experience  in  finan¬ 
cial  or  business  reporting  as  well  as 
knowledge  of  the  aviation  industry.  Also, 
candidate  should  be  proficient  in 
Microsoft  Word  and  the  Internet.  The 
ability  to  create  computer-generated 
graphics  (e.g.,  use  of  PowerPoint  and/or 
Excel)  is  a  definite  plus.  Some  company- 
paid  travel  required.  Send  resume  and 
work  samples  to: 

Phillips  Business  Information,  Inc. 
Attn:  JR-SR-PBI 
RO.  Box  60111 
Rotomac,  MD  20859-01 11 
Email:  jrogers@phillips.com 

Your  coninuinication  link  to  the 
newspaper  iiulustrv’  ever^-  week 
since  IHH-i. 
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SRORTS  EDITOR 

Do  you  feel  the  need  for  speed?  As 
sports  editor  tor  the  Richmond  County 
Daily  Journal,  you’ll  lead  coverage  of  two 
Winston  Cup  races  and  two  Busch 
Series  NASCAR  races  at  North  Carolina 
Speedway  each  year,  plus  frequent 
events  at  Rockingham  Dragway.  You’ll 
also  write  about  one  of  America’s  best 
high  school  football  teams,  the  six-time 
4A  champion  Richmond  Raiders.  The 
Daily  Journal  is  an  award-winning  daily, 
close  to  Charlotte  and  sunny  Carolina 
beaches.  If  you  have  one  or  more  years 
experience,  good  design  skills  and  write 
clean  copy,  send  clips  and  resume  tO: 

Steve  McMullan,  Editor 
Richmond  County  Daily  Journal 
RO.  Box  1888,  Rockingham,  NC  28380 
Fax:  (910)997-4321 
E-mail:  djournal@infoave.net 
(plain  text  format  only) 


FREEIJVNCE 


FREELANCE  feature  writers/interviewers 
to  write  occupational  profiles  for  estab¬ 
lished  career  guidance  periodical.  Send 
details  of  your  experience  and  request 
free  writers’  packet.  Ms.  Jone  Meyer, 
Editor,  Vocational  Biographies  Inc.,  RO. 
Box  31,  Sauk  Centre,  MN  56378. 


WORK  AT  HOME!  Trivia  writers/ 
researchers/fact-checkers  needed  for  new 
online  game  company.  New  York  City 
based  preferred  but  not  required.  Job  will 
last  three  to  five  weeks,  with  possible 
move  to  permanent,  $  15/hour.  Write  tO: 
triviajobs@yahoo.com  for  details. 


'  Times  h;ive  not  Ixvonie  more  violent. 
They  have  just  Ix-eome  more  televised.  ” 
-.\l;irilyn  .\lanson,  singer,  1999 
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ASSISTANT 

CUSTOMER  SERVICE  MANAGER 
The  Assistant  Customer  Service  Manager 
is  responsible  for  coordination  of  service 
technicians  as  well  as  responding  to 
customer  needs.  The  Assistant  Customer 
Service  Manager  also  fields  customer 
calls,  diagnosing  equipment  problems  to 
determine  corrective  action  required  in  a 
timely  manner.  Qualified  candidates  will 
possess  5-1-  years  experience  in  man¬ 
agerial  and  technical  aspects,  excellent 
communication  skills,  organized  and  dis¬ 
ciplined.  Electrical  knowledge  of  all  drive 
controls  and  complete  understanding  of 
major  installation  electrical  needs. 
Sound  software  background  needed  for 
various  implementation  in  field  use  and 
customer  diagnostic.  Familiarity  with 
printing,  pressroom,  electrical,  software 
and  GMA  equipment  is  beneficial.  Travel 
will  be  required. 

GMA  offers  a  competitive  salary  and 
benefits  package.  Interested  applicants 
send  resume  and  salary  requirements  to: 

Human  Resources 
GMA  -Corporate  Headquarters 
2980  Avenue  B,  Bethlehem,  RA  18017 
Fax:  (610)  691-4221 
csostarecz@gma.com 
No  phone  calls,  please  EEO  M/F/D/V 


I  CLASSIFIED  ADVERTISERS: 
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PLEASE  CALL  US  AT 


INFORMATION  SYSTEMS 


EzCSD 


Software 


Circulation  •  Sales  •  Distribution 


•  Edition  Management 

Supports  both  Free  &  Paid  Products 
Multiple  Editions  /  Edition  Types 
Multiple  Products  within  Edition 
Multiple  Issues  tor  Each  Edilion/Product 

-  Customer  Management 

Multiple  Customer  Types 
Sophisticated  Outlet  Management 
Outlet/Rack  Inventory  &  Draw  Management 

■  Draw  Management 

Fixed  &  Variable  Draws 

Variable  Draw  projection  from  Sales  History 


'  Distribution  Management 

Multiple  Distributors 
Multiple  Distribution  models 
Hub/Zone/Route  Sequencing  &  Driver  Assignments 
Support  for  ad-hoc  product  recovery 

-  Back  Office  Management 

Accounts  Receivable 
Commissions  i  Payroll 
Ad-hoc  Reporting 

Requirements 

Windows  9x,  WinNT  4,  WinZOOO 
Pentium  II  120Mhz  w/  32  Meg  Ram 


Draw  Setting  by  Rack,  Outlet,  Route,  Zone  &  Hub  Integrates  with  MS-Office  Applications 


Generates  Print  Orders 

Generates  Hub/Zone  Trucking  Manifests 

Generates  Route^Driver  Manifests 


Custom  Versions  Available 


For  mote  information  call  323-668-1220  ed.  5140 
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DIRECTOR  OF  TECHNOLOGY 
Scripps  Treasure  Coast  Newspaper  is 
seeking  a  director  of  technology  to 
oversee  technical  operations  at  the 
Stuart,  Vero  and  Fort  Pierce,  Florida 
papers.  The  Treasure  Coast  is  located  on 
the  east  coast  of  Florida  in  one  of  the 
fastest  growing  areas  in  the  country. 

The  successful  candidate  will  have  a  pro¬ 
ven  record  of  managing  complex 
technical  operations.  Equally  important 
are  strong  managerial,  communication 
and  administrative  skills. 

This  position  will  plan  and  direct  all  inte¬ 
grated  technology  services  and  solutions 
for  the  group’s  products,  services  and 
delivery  infrastructures.  The  director  will 
establish  and  manage  a  system  of  core 
resources  (peopie,  hardware,  and  pro¬ 
cesses)  with  the  capacity  to  effectively 
support  all  of  the  company’s  strategic 
technology  needs.  Primary  systems 
include  PBS  advertising  and  circulation, 
DTI  classified  and  Harris  editorial. 

Please  fax  or  mail  your  resume  to: 

Janice  Green,  Human  Resources 
(561)220-8919 
The  Stuart  News 
1939  S.  Federal  Highway 
Stuart,  FL  34994 
EOE/DFWP 


IMPLEMENTATION/SUPPORT  SPECIALIST 
Morris  Computer  Services,  a  Division  of 
Morris  Communications  Corporation  has 
two  openings  for  an  Implementation/ 
Support  Specialist.  These  positions  will 
play  a  lead  role  in  the  implementation  and 
support  of  new  DTI  NewsSpeed  5.0  being 
installed  in  8  locations.  We  are  looking  for 
someone  who  has  design/newsroom  expe¬ 
rience  and  knowledge  of  computers  who 
wants  to  help  train  end-users  and  trou¬ 
bleshoot  and  resolve  end-user  problems 
and  issues.  Four  year  degree  or  two  or 
more  years  related  job  experience  in 
Newspaper  editing,  design  and  production 
preferred.  Macintosh  based  in  computer 
experience  preferred.  Applescript,  Unix 
and/or  Sybase  knowledge  helpful.  Good 
interpersonal  and  communication  skills  are 
required  for  this  highly  visible  position. 
Travel  Required. 

Send  resume  and  a  cover  letter  tO: 

Morris  Computer  Services 
Attn:  Dan  Doughtie 
725  Broad  Street,  Augusta,  GA  30901 
DDmes@groupz.net 


CIASSIFIED  ADVERTISING 

DEADLINES 

fai-Cohimn  Advertisements 

Tuesday  noon  (EST)  for 
Following  Monday’s  issue 

Classified  Display 

Friday  5pm  (EST)  1 1  days 
prior  to  publication 


-HELP  WANTED- 


MAILROOM 


ASSISTANT  FOREMAN/ 

MAIL  SUPERVISOR 

The  Baltimore  Sun  is  seeking  two  highly- 
qualified  Assistant  Foremen  for  our 
Newspaper  Packaging  operation.  The 
first  position  will  be  responsible  for 
operating  an  inserting  machine  and 
supervising  an  inserting  machine  crew. 
The  second  position  requires  a  working 
knowledge  of  USPS  processes  and 
regulations  and  experience  with  Cheshire 
and  Videojet  mailing  equipment.  An 
understanding  of  Software  Mail  Manager 
2000/2010  and  excellent  computer 
skills  are  also  required. 

We  offer  a  competitive  compensation 
and  benefits  package  that  includes  a 
base  salary  of  $40-$50K/year,  medical, 
dental,  vision,  a  401(k)  plan  and  a 
bonus  incentive  program.  Interested 
candidates  must  submit  a  resume  with 
cover  letter  tO: 

The  Baltimore  Sun 
Sun  Park  Plant,  MAF 
300  E.  Cromwell  Street 
Baltimore,  MD  21230 
(410)  385-7771 

E-mail:  juanita.gray@baltsun.com 
EOE 


MARKETING 


SPECIAL  EVENTS  MARKETING/ 
PROMOTIONS  MANAGER 
Lee  Enterprises,  Inc.  (www.lee.net, 
NYSE:LEE),  a  publicly  traded  publishing 
and  online  media  company,  is  seeking  an 
experienced,  hard-working  marketing  and 
sales  professional  to  join  our  corporate 
headquarters  in  Davenport,  lA  as  a  Special 
Events  Marketing/Promotions  Manager. 
Reporting  to  the  VP  of  Sales  &  Marketing, 
this  vital  position  is  responsible  (or  consult¬ 
ing  with  Lee’s  enterprises  on  marketing 
and  special  events  promotions  in  order  to 
drive  revenue  strategically,  help  our 
advertisers  grow  their  business,  and  posi¬ 
tion  Lee  Enterprises,  Inc.  as  an  industry 
leader  in  this  critical  element  of  marketing 
operations.  Qualifications  include  5-i- 
years  experience  in  special  events  market¬ 
ing  or  promotions,  successful  sales  experi¬ 
ence,  able  to  handle  multiple  tasks  while 
meeting  deadlines,  and  possess  strong 
writing  and  organizational  skills.  Excellent 
computer  skills,  particularly  In  database 
marketing,  are  desired.  A  degree  in  market¬ 
ing,  sales  or  related  field  is  required.  Can¬ 
didates  will  be  required  to  travel. 

Lee  Enterprises,  Inc.  offers  a  competitive 
compensation  package  including  one  of 
the  best  benefit  packages  in  the  media 
industry.  This  is  a  unique  and  excellent 
opportunity  for  an  experienced  marketing/ 
sales  professional  that  seeks  new 
challenges,  wants  a  position  where  their 
skills  and  abilities  will  be  utilized  to  the 
fullest,  and  wants  to  grow,  develop,  and 
make  a  difference  within  a  national 
media  company.  If  interested,  please 
send,  fax  or  email  a  cover  letter  and 
resume  with  salary  history  tO: 

Lee  Enterprises,  Inc. 

215  N.  Main  Street 
Davenport,  lA  52801 
Attn.  Special  Events  Marketing/ 
Promotions  Manager 
Fax:  (319)  323-9609 
Email:  jobs@lee.net 


NEW  MEDLA  NEW  MEDIA 


ONLINE  PRODUCER 

Projo.com,  the  innovative  web  site  of  the  Providence  Journal,  seeks  online  pro¬ 
ducers  for  its  award-winning  operation.  These  people  will  play  key  roles  in  the 
site’s  daily  production.  Responsibilities  include  packaging  and  creating  content 
for  the  Web  site,  helping  plan  the  daily  news  report,  and  filling  in  for  the  editor. 

The  successful  candidate  should  be  well-versed  with  a  wide  variety  of  electronic 
publishing  tools  and  be  comfortable  working  in  a  project-driven  team  environ¬ 
ment  with  both  online  and  newsroom  staff.  Knowledge  of  HTML  and  journalism 
experience  is  required.  Web  audio/video  production  experience  is  a  plus. 

We  offer  an  excellent  compensation  and  benefits  package.  Interested  individu¬ 
als  should  send  a  resume  along  with  salary  history  to: 

The  Providence  loumal  Company 
75  Fountain  Street,  Providence,  RI 02902 
Attn:  Thomas  McDonough 
An  Equal  Opportunity  Employer 


MARKETING 


MARKETING 


Marketing 


Managers 


PCF  is  an  acknowledged  leader  in  national  newspaper  cir¬ 
culation  services  with  clients  including  The  New  York 
Times.  We  are  currently  seeking  a  Marketing  Manager 
based  out  of  Florida.  Candidate  will  be  responsible  for  cov¬ 
ering  Florida  and  the  Caribbean.  We  also  have  a  position 
available  in  the  Boston  area.  Candidate  will  be  responsi¬ 
ble  for  covering  New  England,  Eastern  Canada  and 
Northern  New  York. 

This  position  will  be  accountable  for  sales  team  and  client 
development,  implementing,  managing  and  evaluating 
marketing  plans  to  increase  retail,  education,hotel,  and 
home  delivery  sales.  Key  responsibilities  include  develop¬ 
ment  and  implementation  of  regional  marketing  plans  as 
they  relate  to  clients  initiatives,  and  develop  college  reader- 
ship  programs  and  sales  presentations. 


Qualifications  include  a  minimum  of  five  years  marketing 
and  sales  management  experience.  BS/BA  degree  in 
Marketing  preferred.  Must  be  PC  literate  and  possess 
newspaper  experience.  Extensive  Travel  Requirecl. 

Please  send/fax/email  resume  and  salary 
requirements  to:  Publishers  Circulation 
Fulfillment,  Inc.,  PO  Box  241,  Oxford, 

NJ  07823,  Fax:  (908)  453-4395  Email: 
pcfwedeliver@worldnet.att.net 


EQUAL  OPPORTUNITY  EMPLOYER 
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-HELP  WANTED- 


NEW  MEDIA 


SENIOR  NEWS  PRODUCER 
The  News  &  Observer 
www.newsobserver.com  seeks  a  creative 
journalist  to  help  merge  its  groundbreak¬ 
ing  new  media  operation  with  a  top- 
notch  print  newsroom.  Any  successful 
candidate  must  have  a  solid  news  back¬ 
ground  along  with  the  ability  to  think 
beyond  piint  as  The  News  &  Observer  con¬ 
tinues  to  develop  rich  new  media  pro¬ 
ducts.  The  quality  candidate  should  also 
have  some  management  experience, 
exceptional  communication  skills  and 
excellent  organizational  ability.  Candi¬ 
dates  should  send  an  introductory  letter, 
resume,  and  500-word  essay  articulat¬ 
ing  a  solid  vision  of  new  media  journal¬ 
ism  to  Content  Manager: 

John  J.  Jordan  at  johnj@nando.com 


SALES 


CATEGORY  MANAGER 
SHOPPER  SALES  OPERATIONS 
Lee  Enterprises,  Inc.  (www.lee.net, 
NYSE:LEE),  a  publicly  traded  publishing 
and  online  media  company,  seeks  a  pro¬ 
ven  sales  leader  to  join  our  corporate 
headquarters  staff  in  Davenport,  lA  as 
Category  Manager,  Shopper  Sales  Opera¬ 
tions,  Successful  candidate  will  have 
extensive  selling  and  sales  management 
experience  in  small  and  large  rack  and 
saturate  distribution  shopper  pub¬ 
lications.  A  broad  understanding  and  suc¬ 
cessful  track  record  in  pricing  and 
packaging  of  multiple-zoned  publications 
is  desired.  Excellent  verbal  and  written 
communications  skills  are  essential. 
Experience  as  a  trainer  is  a  plus. 

Lee  Enterprises,  Inc.  offers  a  competitive 
compensation  package  that  includes  one 
of  the  best  benefit  packages  in  the 
media  industry.  This  is  an  excellent 
opportunity  for  a  proven  sales  pro¬ 
fessional  to  bring  their  skills,  ideas  and 
knowledge  to  an  established  and  grow¬ 
ing  med'a  company  that  is  committed  to 
the  future.  If  interested,  please  send,  fax 
or  E-mail  a  cover  letter,  resume  and 
salary  requirements  to: 

Lee  Enterprises,  Inc. 

215  N.  Main  Street 
Davenport,  I A  52801 
Attn:  Category  Manager 
Shopper  Sales  Operations 
Fax:  (319)323-9609 
Email:  jobs@lee.net 


-POSITIONS  WANTED- 


ADVERTISING 


ADVERTISING/MARKETING  pro  for  new 
business  development,  start-ups  or  turn¬ 
arounds.  Based  in  central  Virginia,  can 
travel.  Reply  tO: 

Box  01313,  Editor&  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10036 


EDITORIAL 


CORPORATE  UPHEAVAL  has  caused 
availability  of  veteran  syndicated  auto 
and  computer/internet/software  colum¬ 
nist.  Seeking  contributor’s  position  with 
major  newspaper,  magazine  or  syn¬ 
dicate. 

Replyopossum@ix.netcom.com  or 
4901  Green  River  #63,  Corona,  CA  92880 


GOOD  WRITER  (B.S.  &  J.D.)  without 
clips  seeks  editorial  position  in  business 
reporting,  courts,  GA,  copy  desk.  Tech 
savvy,  astute,  motivated.  Call: 

(212)504-8006  or  (877)  834-41 12 


HEALTHCARE  BUSINESS  REPORTER 
Seeking  position  with  major  media  cover¬ 
ing  emerging  disaster  of  eldercare  as 
baby  boomers  learn  complexities  of  car¬ 
ing  for  aging  parents.  Am  former  news¬ 
paper  reporter  and  financial  news  service 
editor  with  5  years  experience  managing 
home  health  care  agency.  Have  written 
about  health  care  issues  as  a  freelancer; 
author  of  four  published  non-fiction 
books.  Respond  via  E-mail  to: 

rossirossi@mindspring.com 


SPORTS  WRITER  with  five  years  experi¬ 
ence  seeks  new  challenge,  QuarkXPress 
knowledge.  Accent  on  preps.  Will 
relocate.  Call  Keith  (810)  367-2184. 


TRUE  LOVE  ISN’T  DEAD.  It  just  needs 
your  help.  Reporter  seeks  job  in  London 
to  join  girlfriend  of  two  years.  Jeff  (703) 
838-1794.  Any  challenge  accepted. 


@visitourwebsite@ 

www.editorandpublisher.com 


CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 


LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Monday's  issue. 
DISPLAY  ADS  -  Space  reservation  1 1  days  prior  to  publication  date; 
camera  ready  copy  7  days  prior  to  publication  date. 


LINE  AD  RATES 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

a/so  includes  online 


HELP  WANTED 

ALL  OTHER  CLASSIFICATIONS 

1  week . 

$12,00 

1  week . 

....  $11.00 

2  weeks . 

$11,18 

2  weeks . 

...  $9.70 

3  weeks . 

.  $9.80 

3  weeks . 

.  $8.50 

4  weeks . 

.  $8.25 

4  weeks . 

.  $7,25 

1 2  weeks . 

.  $7,90 

1 2  weeks . 

.  $6.40 

26  weeks . 

.  $7,10 

26  weeks . 

.  $5.60 

39  weeks . 

,  $6.80 

39  weeks . 

.  $5.30 

52  weeks . 

.  $6,45 

52  weeks . 

.  $4,95 

POSITIONS  WANTED 

Iweek . $6.00 

2  weeks . $5.05 

3  weeks . $4.15 

4  weeks . $3.70 

BLIND  BOXES;  $25  per  insertion;  counts  as  additional  line  in  copy. 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  other¬ 
wise  a  scanning  charge  may  be  incurred.  All  halftones  must  be  a 
maximum  1 33-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  email.  For 
instructions,  please  ask  your  account  manager. 


per  inch,  por  insertion,  1  inch  minimum,  1  /2  inch  increments 


1  week . 

. $131 

1 2  weeks . 

. $102 

2  weeks . 

. $119 

26  weeks . 

. $97 

3  weeks . 

. $113 

39  weeks . 

.  $92 

4  weeks . 

. $109 

52  weeks . 

. $86 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be 
on  a  contract  basis.  Contracts  are  non-cance¬ 
lable.  All  ads  from  new  advertisers  must  be  pre¬ 
paid  prior  to  deadline;  advertisers  with  a  pay¬ 
ment  record  in  good  standings  may  be  billed. 
Deadline  is  Tuesday  prior  to  Monday  publica¬ 
tion.  Cash,  check,  VISA,  MasterCard,  and 
American  Express  accepted.  All  ads  require  a 
signed  insertion  order,  and  all  ad  copy  must  be 
submitted  in  writing  via  mail,  emailor  fax. 

We  reserve  the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone,  5. 
Ad  Classification,  6.  No,  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.editorandpublisher.com 

Rease  contact  us  for:  display  ad  copy  specifications  and  procedures 

MAIL:  Editor  &  Publisher  Classified 

770  Broadway,  7th  fl..  New  York,  NY  10003 
FAX:  (212)536-8800 

ANY  QUESTIONS  E-MAIL  or  CALL: 

Hazel  Preuss  (646)  654-5302 
hpreuss@editorandpublisher,com 
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CULTURE  TRENDS 


MTV’s 

BUZZWORTHY 

Buzzworthy  songs  are  usually 

The  Hollywood  Reporter’s  Box  Office 

For  weekend  ending  July  31, 2000 

This  Last  3-Day  Days  Total 

Week  Week  Picture  Weekend  Gross  In  Release  Gross  Sales 

1  New  Nutty  Professor  II:  The  Klumps  42,518,830  3  42,518,830 

2 

1 

What  Lies  Beneath 

22,863,897 

10 

69,352,633 

potential.  Of  the  videos  desig- 

3 

2 

X-Men 

12,681,154 

17 

122,937,208 

nated  as  Buzzworthy,  the  vast 

4 

4 

Scary  Movie 

8,309,217 

24 

132,142,105 

majority  have  been  certified 

5 

5 

The  Perfect  Storm 

7,517,689 

31 

158,053,931 

gold  or  platinum. 

6 

3 

Pokemon  2000 

6,202,920 

10 

33,057,245 

7 

6 

The  Kid 

5,211,183 

24 

52,057,163 

Week  of  7131100 

8 

7 

The  Patriot 

4,443,467 

31 

101,207,083 

9 

New 

Thomas  and  the  Magic  Railroad 

4,154,932 

5 

6,564,093 

Artist/Group:  Travis 

10 

9 

Chicken  Run 

3,439,300 

40 

92,876,788 

bong/Video:  Why  Does  It  Always 

Rain  On  Me" 

11 

8 

Loser 

2,705,545 

10 

12,044,227 

12 

10 

Me,  Myself  &  Irene 

1,636,382 

38 

86,073,814 

13 

11 

Big  Momma’s  House 

917,858 

59 

113,035,453 

The  latest  Brit-Pop  sensation 

14 

16 

Gladiator 

874,562 

87 

179,965,669 

coming  from  the  same  school 

15 

13 

M:I2 

840,682 

68 

211,273,842 

as  past  heroes  Oasis,  Radiohead 

16 

14 

Gone  in  60  Seconds 

779,840 

52 

95,014,420 

and  the  Verve,  Travis  might  not 

17 

12 

The  In  Crowd 

681,698 

12 

4,443,525 

be  the  most  original  band  on  the 

18 

17 

Rocky  &  Bullwinkle 

477,760 

31 

23.416,385 

planet,  but  their  songs  definitely 

19 

15 

Shaft 

454,612 

45 

68,812,838 

have  a  modest  charm  to  them. 

20 

18 

Michael  Jordan  to  the  Max 

371,247 

87 

8,819,362 

21 

19 

Sunshine 

360,928 

52 

4,344,168 

Artist/Group;  Papa  Roach 

22 

32 

Road  Trip 

351,861 

73 

67,409,291 

Song/Video:  “Last  Resort” 

23 

20 

The  Croupier 

289,919 

105 

3,685,880 

Director:  Marcos  Siega 

24 

36 

But  I’m  a  Cheerleader 

225,301 

24 

613,687 

25 

21 

Cirque  du  Soleil 

222,628 

87 

4,517,440 

Don’t  look  now,  but  the  third  wave 

26 

24 

Blood  Simple  (re-issue) 

181,846 

24 

770,810 

of  funk/rock/rap  bands  that 

27 

22 

U-571 

179,375 

101 

76,671,180 

fill  cib  F'ciiLli 

28 

26 

Mysteries  of  Egypt 

1(>8  022 

790 

36,878,030 

High  school  and  younger-aged 

29 

34 

Chuck  &  Buck 

147,751 

17 

441,499 

30 

43 

Boys  and  Girls 

141,240 

45 

20,627,372 

how  long  their  shelf-life  will  be 

31 

25 

Flintstones  in  Viva  Rock  Vegas 

125,235 

94 

34,916,825 

remains  to  be  seen. 

32 

23 

Dinosaur 

124,029 

73 

1.33,483,053 

33 

33 

Jesus’  Son 

115,040 

45 

1,070,387 

34 

58 

The  Five  Senses 

112,733 

17 

215,976 

©2000  MTV 

35 

28 

Galapagos 

110,895 

283 

5,963,662 

©2000  The  Hollywood  Reporter 
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MTV  Top  20 
Countdown 

I  Week  of  71-illOO 

I 

i  1.  Nelly  “Country  Gi'ammar” 

2.  Dr.  Dre  “The  Next  Episode” 

3.  Jay-Z  “Big  Pimpin’  ” 

4.  3  Doors  Down  “Kryptonite” 

5.  DMX/Sisqo  “What  You  Want” 

6.  SR-71  “Right  Now” 

[  7.  Papa  Roach  “Last  Resort” 

I  8.  Janet  Jackson  “Doesn’t  Really  Matter” 
i  9.  Red  Hot  Chili  Peppers  “Californication” 

I 

I  10.  Nine  Days  “Absolutely” 

1 

i  11.  Incubus  “Stellar” 

12.  Wyclef  Jean  “It  Doesn’t  Matter” 

j  13.  Metallica  “The  Real  Slim  Shadv” 

t 

1 

j  14.  Britney  Spears  “Lucky” 

I  IS.  Da  Brat  “What  You  Like” 

i 

I  16.  Lucy  Pearl  “Dance  Tonight” 

j  17.  RO.D.  “Rock  the  Party” 

i 

I  18.  Destiny’s  Child  “Jumpin  ’ 

19.  Matchbox  Twenty  “Bent” 

20.  Disturbed  “Stupify” 

1 

I  ©2000  MTV 


The  BillboanI  200 

I  The  top-selling  albums  compiled  from  a  national  sample  of  retail  store  sales. 


Ttm 

Lmt 

Wka  0)1 

Week 

Week 

Cliini 

Art  hi 

Album 

1 

- 

1 

Various  Artists 

Now  4 

2 

2 

10 

Britney  Spears 

Oops!  I  Did  It  Again 

3 

1 

9 

Eminem 

Marshall  Mathers 

4 

3 

4 

Nelly 

Country  Grammar 

5 

8 

13 

Papa  Roach 

Infest 

6 

6 

43 

Creed 

Human  Clay 

7 

7 

18 

‘N  Sync 

No  Strings  Attached 

8 

4 

2 

Soundtrack 

Nutty  Professor  II 

9 

10 

24 

3  Doors  Down 

The  Better  Life 

10 

5 

3 

Various  Artists 

Ryde  OR  Die,  Vol.  II 

©2000  BilllM)arrt/S()undScan,  Inc. 


The  Billboard  Hot  100 

The  most  popular  singles  compiled  from  a  national  sample  of  radio  play  and  retail  store  sales. 


Thiu 

Lust 

Peak 

Wkx  on 

Week 

Week 
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Try  Again 

Aaliyah 

6 

8 

6 

13 

Jumpin’ 

Destiny’s  Child 

7 

5 

4 

32 
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Doesn’t  Really  Matter 

Janet  Jackson 

©2000  Billboard/Soundscan 


EDlTORer 

PUBLISHER  ANNUAI  DIRE 

CTORIES 

Order  Your  2000  Editions  Now! 

You'll  find  everything  you  need  to  know  about  newspapers  around  the  world  in  the  Editor  &  Publisher 
International  Year  Book,  the  encyclopedia  of  the  newpaper  industry.  Part  1  provides  the  most 
up-to-date  data  on  U.S.,  Canodian  and  foreign  dailies...news,  picture  and  syndicated  services... 
equipment/interactive  companies  and  more!  Part  2  covers  community,  speciolty  and  free  publications. 
And  Part  3  is  a  phone  directory  of  all  the  major  players  in  both  daily  and  non-daily  papers. 

Want  to  get  your  hands  on  the  most  comprehensive  data  for  U.S.  and  Canadian  markets?  Turn  to  the 
Editor  &  Publisher  Market  Guide,  the  only  reference  with  both  quantitative  and  qualitative  data, 
including  cost  of  living,  crime  and  quality  of  life  indices...graduation  levels...housing  and  rental  rates... 
relocation  information...exclusive  economic  and  demographic  projections  and  much  morel 

ALL  TITLES  NOW  AVAILABLE  ON  CD-ROM.  For  faster  service 
or  for  information  on  our  CD-ROMs,  call  1-888-612-7095. 


1  EDITORer 

IYBB0800 

!  PUBLISHER 

JYES!  Please  rush  my  order  for  the  Interaathnd  Year  Book  in  the  format  and  version  I  have  chosen. 


I  )  3-Volume  Set:  $200  eoch 
(  )  Volumes  I  &  3:  $1 50  for  both 

(  ) Volume!  only: S12S each 

(  )  Volume  2  only:  $109  each 

(  )  Volume  3  only:  $50  each 

(  )  CD-ROM  version  of  the 

International  Year  Book;  $895 
(Purchose  includes  Vols.1  &  3  of 
the  printed  edition) 

For  licensing  informotion,  coll 
1  800-336-4380  ext.  172. 


J  Check  Amount  Enclosed  $ _ 

(Payable  to  EiBtor  A  PithNsher  Year  0ooJk  in  US  doHots  only. 

U.S.  ond  (onodo  shipping  ond  handling  odd  $12;  foreign  odd  ^S) 

Charge  my:  JVI5A  JMC  -I  AMEX 

Account# _ Exp.  Dote _ 

Signature _ 

Phone  # _ 

Fox  # _ 

Payment  <mi$l  occompony  oil  otdefs  CA,  CO,  DC,  FI,  II,  lU  MD,  NJ,  NY,  OH 
ono  TX  residents,  plew  odd  opproptiote  stiles  tax.  Conado  residents,  please 
odd  GST.  No  shipping  to  PO  boxes.  All  CD  ROM  soles  ore  finol. 


Your  Business  (Check  one 

1.  □  Newspaper  17. 

2.  J  Newspaper 

Equip.  Mfr.  18. 

3.  J  Syndicate/  20. 

News  Service 

4.  □  Ad  Agency  21. 

5.  J  Public  Rekitlans  22. 

firm  23. 

6.  □  Legal  firm  24. 

7.  J  Government 

8.  J  Mfr.  -  General  25. 

9.  J  Mfr.  Auto  26. 

&  Truck  27. 

to. -I  Mfr.  -  Food  28. 

It. -I  Service  Industry  29. 
t2._J  University/  30. 

Public  Library  31. 

13.  J  Financial  32. 

14. ^  Retail  33. 

1 5.  J  Public  34. 

Transportatian 

16. J  Individual  19. 


category  only). 
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J  Entertainment 
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-I  Supermarket 
J  Drug  Store 

□  Hospitd 

□  Graphic  Arts/ 
Printing 

J  Other: 
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PUBLISHER  MARKET  GUIDE _ 

JYES!  Please  rush  my  order  for  the  Editor  i  Publisher  Market  Guide 
in  the  format  I  have  chosen. 


QTY: 

I  )  2000  Market  Guide 
at  $140  each 

(  )  CD-ROM  version  of 

the  2000  Market  Guide 
ot  $495  each. 


J  Check  Amount  Enclosed  $ _ 

(Poyoble  to  Editor  S  PaMsker  Market  Gaide  in  US  dollors  only. 

U.S.  and  Conado  shipping  and  hondling  odd  $12;  foreign  odd  $45) 

Charge  my:  JVI5A  JMC  JAMEX 

Account# _ Exp.  Dote _ 

Signature _ 

Phone  # _ 

Fox# _ 

Payment  must  acrompony  all  orders.  CA,  CO.  DC.  FL IL  tAA.  MD,  NJ,  NY,  OH 
and  TX  residenls,  plane  odd  oppropriote  soles  tox.  Conodo  residents,  please 
odd  GST  No  shipping  to  PO.  boxes.  AH  CD  ROM  soles  ore  finol. 
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3.  J  Syndkate/News  Service 

4.  J  Ad  Agency 

5.  J  Public  Relations  firm 

6.  J  Legol  firm 

7.  J  Government 

8.  J  Mfr.  -  General 

9.  J  Mfr.  -  Auto  &  Truck 
to.  J  Mfr.  -  Food 

11.  J  Service  Industry 

12.  J  University/ 

Public  Library 

13.  J  Financial 

14.  J  Retail 

15.  J  Public  Transportation 

16.  J  Individual 

17.  J  Publishing  other 

ihon  Newspaper 

18.  J  Real  Estate 

19.  J  Other: 
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wm  Laredo  Group 

~  www.laredogroup.com 


COlSEIBmCES 

PRESENT  THE  INDUSTRY  ^ 

INTERNET  MEDIA  TRAINING  SEMINAR 

DESIGNED  TO  HELP  YOU  MASTER  THE  INTERNET  MEDIA  BUSINESS! 


THE  WESTIN  SEAHLE  HOTEL,  SEAHIE,  WA 

SEPTEMBER  25-26 


HOW  TO 


THE  BOSTON  PARK  PLAZA  HOTEL,  BOSTON,  MA 

OCTOBER  5-6 


induding 


Get  more  in-depth  knowledge  than  offered 
in  any  other  program.  Whether  you  are  a 
novice  or  experienced  buyer  or  seller,  this 
seminar  will  help  you  work  more  effectively 
and  profitably! 


Who  Should  Attend  -  soles  reps  and 
managers,  account  managers,  advertising 
executives,  marketing  managers,  media 
planners  and  buyers,  publishers,  traffic 
managers,  brand  and  product  managers, 
business  development  executives,  market 
and  media  researchers  and  consultants. 


Nielsen/ZNetRatlngs 


DAY  1 

DAY  2 

FUNDAMENTALS  OF  INTERNET  ADVERTISING  | 

SELLER'S  COURSE 

{■i 

Rapidly  evolving  media,  technology  and  market  innovations  moke  it  necessary  for  media 
buyers,  brand  managers  and  sales  reps  to  learn  how  the  Internet  works;  the  technology 
that  creates,  delivers  ond  torjgets  ods;  vvhot  measurement  standards  exist  and  the  dominant 
and  emerging  business  models,  ad  units  and  pricing. 

CHECK-IN  AND  CONTINENTAL  BREAKFAST  7:30  -  8:45  AM 


9:00  AM  - 12:30  PM 
MORNING  SCHEDULE 

BUSINESS  MODELS  &  TECHNOLOGIES 

•  Web  Advertising  Todoy 

•  Media  Attributes 

•  Review  of  Ad  Units  and  Sponsorships 

•  Review  of  Pricing 

•  Ad  Unit  Technologies  and  Rich  Media 

•  E-Mail  Advertising 

•  Wireless  Advertising 

•  Challenges  of  Buying  ond  Selling  Local 

•  International  and  B2B  Sites 

LUNCH  BUFFET  12:30 -  1:45  PM 

Q&A  PANEL  1:00 -  1:45  PM 

Attendees  are  invited  to  submit  questions  to  a  panel  of  instructors  and  industry  experts. 


2:00  -  5:00  PM 
AFTERNOON  SCHEDULE 

HOW  TO  MEASURE,  RESEARCH  AND  TARGET 
INTERNET  ADS  AND  AUDIENCES 

•  From  Standords  to  Metrics,  What's  Counted,  What's  Measured 

•  Dissecting  the  Process;  Ad  and  Content  Delivery 

•  Mechanics  of  Ad  Serving  and  Challenges  Working  With  3rd  Porty  Ad  Servers 

•  Why  the  Numbers  Don't  Add  Up 

•  Targeting,  Profiling,  Personalizotion 

•  Metrics  for  Site  Comparison;  Counting  Pages,  Sessions,  Visitors 

•  Third  Party  and  Site-Based  Research  -  Who  is  Counting  What  and  Where? 

NETWORKING  COCKTAIL  RECEPTION  5:00  -  6:30  PM 

A  terrific  opportunity  for  ottendees  to  get  together,  network, 
share  information  or  just  relax. 


^^i've  been  attending  media  seminars  ... 
for  1 5  years  and  this  one,  by  far,  was 
the  most  informative  and  educational. 
It's  a  "must  attend"  for  everyone  on  our 
advertising  staff." 

-  Scott  Stephens,  VP,  Advertising  Sales,  millioneyes.com 

"Having  attended  the  last  two  days  ... 
I  feel  inspired  and  confident  that  I  can 
lead  my  sales  staff  to  the  next  level!" 

-  Kevin  Maljak,  Internet  Sales/Info  Systems  Mgr,  The 
Washington  Times 


THE 

INSTRUCTORS: 


m 

tlESUE  LAREDO 
i  President 

*  The  Laredo  Group,  Int.  * 


To  be  successful,  reps  need  to  understand  how  buyers  buy,  media  choices  and  buying 
influences.  This  session  will  help  reps  understand  the  buying  process,  from  site  selection 
and  audience  evaluation  to  how  metrics  are  used.  The  afternoon  session  will  cover  soles 
techniques  and  sales  management,  including  territory  development,  managing  clients  and 
agencies,  effective  communication  and  revenue  forecasting. 


CONTINENTAL  BREAKFAST 


8:00  -  9:00  AM 


9:00  AM  - 12:30  PM 
MORNING  SCHEDULE 

HOW  BUYERS  BUY:  A  REVIEW  OF  THE  STEPS  BUYERS 
USE  TO  EVALUATE  AND  BUY 

NEGOTIATION  IN  THE  SALES  PROCESS 

•  Understonding  the  Click  Through  as  a  Metric 

•  Understonding  and  Using  ROI  Calculations  in  Negotiatinns 

•  Negotiating  Hybrid  Deals 

SELLING  COMPETITIVELY 

•  Understand  Who  Your  Competitors  Are 

•  How  to  Position  Your  Site 

SELLING  SPONSORSHIPS  AND  BEYOND  THE  BANNER 

LUNCH  BUFFET  12:30 -  1:45  PM 

BUYER/SELLER  ROLE-PLAY  PRESENTATION  1 :00  -  1 :45  PM 


2:00  -  5:00  PM 
AFTERNOON  SCHEDULE 

OVERVIEW  OF  THE  SALES  PROCESS 

SALES  TOOLS 

•  Who  to  Call  On? 

•  If,  When  and  How  to  Go  Directly  to  the  Client 

SALES  TERRITORY  MANAGEMENT 

•  Prospecting  Tools  and  Techniques 

•  Managing  the  Pipeline 

•  Realistic  territory  Forecasting 

SALES  COMMUNICATION 

•  Effective  Correspondence 

•  Components  of  Successful  Sales  Presentations 

•  Do's  and  Don'ts  of  Proposal  Writing 

ACCOUNT  MANAGEMENT 

•  Objectives  Setting  and  Accountability  Strategies 

•  Effective  Use  of  Yours  and  Your  Client's  Time 

•  Working  the  Entire  Account 

•  Making  Recommendations  Based  on  Campaign  Performance 

•  How  to  Keep  Deals  From  Falling  Apart 

•  Sales  Operations 

SALES  MANAGEMENT 

•  Revenue  Forecosting 

•  Compensation  Plans 

•  Media  Marketing 


NETWORKING  COCKTAIL  RECEPTION 


5:00  -  6:30  PM 


JEFFlilBOWin 

CEO 

The  Laredo  Group,  Inc. 


BRIAN  (AVOLI 
Medio  Director 
Corot  Interoctivi 


i 


'I 


J  -TIGTILLINGHAST 
Director  of  Agency  Stroleg 

*• 


Solbright 


Course  content  is  updoted  frequently.  Some  elements  may  differ  slightly  from  brochures  or  manuals.  Course  outline,  topics,  instructors,  panelists,  schedule  or  other  details  may  be  chonged  without  prior  notice. 


DAY  2 


LUNCH  BUFFET  12:30 -  1:45  PM 

BUYER/SELLER  ROLE-PLAY  PRESENTATION  1 :00  -  1 :45  PM 


BUYER  S  COURSE 


This  course  provides  information  necessary  to  olon,  execute  and  analyze  online  odvertising. 
Topics  include  the  research  process,  establishing  objectives  and  realistic  goals,  accurate 
measurement  and  evaluation,  and  analysis  of  pricing  models. 

CONTINENTAL  BREAKFAST  8:00  -  9:00  AM 


9:00  AM  - 12:30  PM 
MORNING  SCHEDULE 

MEDIA  SKILLS 

•  How  is  Planning  and  Buying  Interactive  Media  Different  than  Other  Media? 

THE  MEDIA  PLANNING  PROCESSES 

•  Translating  Objectives  •  Defining  Audiences 

•  Formulating  Strategies  •  Pre-planning  (RFP's,  etc) 

•  Planning  •  Negotiating  &  Buying 

•  Implementing  •  Campaign  Management 

•  Post  Analysis 

HOW  TO  BUDGET  FOR  ONLINE 

THE  MEDIA  MIX  -  INTEGRATING  ONLINE  AND  OFFLINE 

DEFINING  OBJEGIVES  AND  ESTABLISHING  METRICS 

•  Branding  Catnpaign  •  Lead  Generation 

•  E-Commerce/lranic  Driving  •  B2B  Morketing 

TOOLS  FOR  FINDING  AND  EVALUATING  SITES 

•  Market  Analysis  Tools  •  Ad  Measurement  and  Syndicated  Research  Panels 

•  Competitive  Tools  •  Audit  Reports 

•  Online  Market  Research  •  Surveys,  Polling,  Focus  Groups 

E-MAIL  AS  A  MARKETING  TOOL 


2:00  -  5:00  PM 
AFTERNOON  SCHEDULE 

BUYING  KEYWORDS 

•  How  to  Evaluate  Search  Engines 

•  The  Importance  of  Different  Search  Engines  •  Keyword  Strategy 

•  How  to  Pick  the  Best  Kemrd  •  Determining  Keyword  AvaibbilHy 

•  Buying  and  Evaluating  Wch  Engine  Categories 

SPONSORSHIPS  AND  PARTNERSHIPS 

•  Portal  Deals  •  Shared  Revenue  Deals 

•  Business  Development  Partnerships  •  Affiliate  Marketing 

•  Site  Sponsorships 

UNDERSTANDING  &  EVALUATING  TECHNOLOGIES 

•  Behavioral  Profiling  •  Targetina  Opportunities 

•  Ad  Units  •  Rich  Meaia 

THE  BUY 

•  Relationships  with  Publishers  •  Pricing  Models;  CPM  vs.  CPC,  Ad  Auctions 

•  Negotiating  Tactics  •  Insertion  Orders,  Contracts,  T's  &  C's 

AD  SERVING,  TRACKING  &  MEASUREMENT 

•  Vendors  &  Products  •  Click/Post  Click  Data  Analysis 

•  Audience  Profiling 

OPTIMIZATION  AND  ANALYSIS 
ACCOUNT  MANAGEMENT 

•  Manoging  Client  Expectations  •  Working  with  Other  Agency  Partners 

•  How  to  Streamline  Work  Processes,  Systems  &  Scalability 

•  Promoting  Your  Agency's  Work 

NETWORKING  COCKTAIL  RECEPTION  5:00  -  6:30  PM 


REGISTRATION 


Please  print  or  type  Copy  form  for  additional  registrants 

NAME _ 

TITLE _ 

COMPANY _ 

ADDRESS _ 

CITY _ _ 

STATE _ ZIP  _ 

PHONE _ _ _ 

FAX _ 

E-MAIL _ 

MAIL  REGISTRATION  TO: 

ADWEEK  CONFERENCES/IMD,  770  BROADWAY,  NEW  YORK,  NY  10003 
(PAYMENT  MUST  BE  INCLUDED) 

^  FAX  IT  TO:  (646)  654-5355  (CREDIT  CARD  INFO  MUST  BE  INCLUDED) 

FOR  MORE  INFO,  CALL:  (B8B)  536  8536 
jMgr  REGISTER  ONLINE  AT: 

”  WWW.ADWEEK.COM/ADWEEKCONF/OR  E-MAIL:  OZEIGLER@ADWEEK.COM 

FOR  RESERVATIONS  AT  THE  ADWEEK  CONFERENOS  SPECIAL  ROOM  RATE,  CALL 
•THE  SEATTLE  WESTIN  HOTEL  (206)  728-1000  'THEBOSTON  PARK  PLAZA  (617)  426-2000 

CANCELLATION  POLICY:  For  a  refund,  less  a  $100  administration  charge  send  written  notice  by 
Sept.  5,  2000.  No  refunds  will  be  given  after  this  date,  but  substitutions  will  be  allowed. 

BOOK  YOUR  AIRFARE  AND  SAVE:  Speciol  discounts  for  ADWEEK  Conference  ottendees  have 
been  negotiated  for  these  events.  Please  contact  the  AMEX  Travel  Group  Desk  at  646-654-5399 


STEP  #1:  Please  select  ONE 

□  SEAHLE  (Sept.  25-26)  □  BOSTON  (Oct.  5-6) 

STEP  #2: 

MUST  CHOOSE  ONE 

□  BUYER'S  TRACK  □  SELLER'S  TRACK 

STEP  #3:  Please  select  ONE  payment  plan 

□  EARLY  BIRD  DISCOUNT  (valid  until  8/25)  =  $995 

□  REGULAR  PRICE  =  $1,1 95 

□  SPECIAL  ASSOCIATION  RATE*  =  $950 

GROUP  RATES  ALSO  AVAILABLE  REGISHR  3  AND  REGIVE  THE  4TH  FREE! 

*Available  to  members  of  the  Advertisirra  Asswiotion  of  Northern  Nevodo,  The  American  Association  of 
Advertising  Agencies,  Advertising  Qub  of  Greater  Boston,  Assockrtion  of  Internet  Professionals,  Boston 
Interactive  Medio  Association,  Mossochusetts  Interactive  Medio  Council,  Seattle  Ad  Federation,  Ihe  U.S. 
Internet  Industry  Association,  Yokimo  Advertising  Federation 
PLEASE  CIRCLE  ONL 


The  \tIClub 


OMIMC  SAF  USII@  J 

'Please  check  online  or  coll  for  on  updated  list  of  supporting  orgonizotions. 

STEP  #4:  Please  select  ONE  payment  method 

□  CHECK  (Moke  (herks  paycble  to  ADWEEK  Conferences) 

□  CHARGE  □  VISA  □  M/C  □  AMEX 

CARD# _ 

EXP  DATE _ SIGNATURE _ 

PRINT  NAME _ 
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Laredo  Group 

www.laredogroup.com 


PRESENT 


HOW  TO 


OVER  3,500  PROFESSIONAIS  HAVE 
ALREADY  TAKEN  ADVANTAGE  OF 
THIS  POWERFUL  TRAINING  PROGRAM. 
COMPANIES  REPRESENTED  AT  THESE 
SEMINARS  HAVE  INCLUDED: 
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'  DCtedles-Schwab 
JlChic^  Tribune 
^^^BCcom  t  j  ?. 
Bl^ote^olmolive  ' 
JCompoq 
DCox  Communication  i 
OCrdns  mim 
ODOB  Digital 
ODiscovwCord 
P  Disney 
QE!  Online  O 


Wtricssoo 
Of  allon  McE  lligott  ‘ 
OFCB/Chicogo 
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O  General 
O  Gillette  ^ 
OGo.com  ' 


«NFL " 

I  OOgtivy  &  Mortier 
inorganic 
^P  Panasonic 
SO  Paramount 

rO  Prudential 
O  Rhino  Records 
OSaralee  - 


Q  Harvard  Business  School  O  Safewoy 


^PTiosbro 
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tm 

PT'Mrftef  Thompson 
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QIA  Times  r 
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lis  OKwarper  Image 

»QSgS;^ft9.com  ^ 

OSmWsosysteins 

P^TBWA/Chiot/Oay 

g^^TickettVtaste) 

O20lh  Century  Fox 


O  ^steiCdfd  Intemotionoi  "0  USA  Today 


P  Eddie  Bouer 


P  Ncdtanot  Geographic  '  ^ 
New  York  University 
fpNBC 
\  P  Nickelodeon 


PVicKom 

PVolkswagen  B 

gWall  Street  Jounwl 
VSfomen.com 
ZifH^is 
and  hundreds  more. 


ISmiTTUtf  YOUDR)? 


.... 


Aunduio]  hnA  °  ''^‘‘1  suojiDrmniuujo}  |jg  'saujzoBDv^  MMI  }o  uoi^l^ip  d  saiuajajuo]  )|]]MQV 


But  the  MARKFr  GUIDE  has  also  been  a  highly  recommended  source  of  It's  the  only  source  of  valuable,  descriptive  information  for  MSA  and 
relocation  data.  Its  unique  combination  of  quantitative  and  qualitative  data  non-MSA  markets  in  the  U.S.  and  Canada  . . .  plus  critical  market  data 
has  provided  an  accurate  description  of  community  life.  for  more  than  1,600  cities  and  all  3,141  U.S.  counties. 


We  Rank  The  BEST  PLACES 
TO  LIVE  IN  THE  U.S. 

ALL  NEW  2000 
EDITOR&PUBLISHER 
MARKET  GUIDE. 

Now  Including  the  Exclusive 
p«,p>  Rc-tter  Livipg  index! 


For  75  years  marketers  have  ased  the  ci^^MARKET  GLIDE  as  a  planning 
t(X)l.They  have  come  to  rely  on  the  demographic  and  economic  tables 
with  actuals  and  remarkably  accurate  annual  projections. 


111UU9111C9,  V7U11C19,  V/UllCld, 

of  Markets.  Newspapers  Serving  the  Market,  Retail  Sales  Data, : 
much,  much  more! 


Now,  in  our  76th  anniversary  printing,  the  MARKET  GUIDE  offers 
more  new  features  to  enhance  its  usefulness  in  both  areas! 
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*  Housing  and  Rental  Rates 

Now  Population  Forecasts  are 
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Getting  It  Right 

ASIHEWmil 


Jeff  Jacoby  will  survive,  but  will  the  paper’s  reputation? 


The  internal  gag  order  on  Boston  Globe  colum- 
nist  Jeff  Jacoby  has  been  the  most  widely  reported 
journalism  story  across  the  country,  including  the 
pages  of  E^P,  since  columnists  Mike  Barnicle  and 
Patricia  Smith  were  forced  to  leave  the  same  paper  for 
alchemizing  fiction  into  fact. 

But  in  suspending  Jacoby  for  four  months  without  pay  —  and 
indicating  to  him  that  he’d  be  wise  to  look  elsewhere  —  the  Globe 


accused  the  columnist  neither  of  plagia¬ 
rism  nor  of  making  up  stories.  The 
charge  is  “serious  journalistic 
misconduct.” 

Worth  examining  is  the  “jour¬ 
nalistic  misconduct”  of  Globe 
Publisher  Richard  Gilman,  Edi¬ 
torial  Page  Editor  Renee  Loth, 
and  Ombudsman  Jack  Thomas. 

Jacoby’s  offense  was  embodied 
in  a  column  on  the  harsh  fates 
that  befell  a  number  of  the  sign¬ 
ers  of  the  Declaration  of  Inde¬ 
pendence.  It  ran  July  3.  Similar 
essays  have  been  circulating  in  print  and  on 
the  Internet  for  a  long  time.  Some  bear  the 
bylines  of  Paul  Harvey  or  Rush  Limbaugh. 
Others  are  anonymous.  Jacoby  did  his  owm 
research  and  repaired  the  inaccuracies. 

As  soon  as  Jacoby  knew  that  manage¬ 
ment  was  exercised  that  he  had  not 
acknowledged  the  previously  published 
historical  roundups,  he  eagerly  offered  to 
put,  as  he  told  me,  “a  shirttail”  on  his  next 
column  making  such  an  acknowledgment. 
That  correction  was  turned  dowm. 

Editorial  Page  Editor  Loth  told  Dan 
Kennedy,  the  alternative  Boston  Phoenix  s 
exemplary  press  critic:  “This  is  the  first  and 
only  time  we’ve  looked  at  Jacoby  in  terms  of 
disciplinary  action.”  Nonetheless,  Jacoby 
was  taken  off  his  page  and  his  reputation 
seriously  damaged.  At  worst,  his  offense  — 
in  the  words  of  David  Reinhard,  associate 


editor  of  The  Oregonian  in  Portland  — 
was  “an  error  in  judgment.”  Recently, 

when  a  San  Antonio  Express- 
News  staffer  committed  actual 
plagiarism,  his  punishment 
was  a  reprimand,  accompanied 
by  an  apology  to  readers. 

Jacoby  was  the  only  conser¬ 
vative  columnist  on  the  Globe’s 
Op-Ed  pages.  Steve  Bailey, 
another  Globe  columnist,  told 
Howard  Kurtz,  media  writer 
for  The  Washington  Post:  “The 
guy’s  opinions  were  never 
welcomed  in  this  building. ...  One  mistake, 
and  he’s  gone.  It’s  hard  to  imagine  there 
wasn’t  some  connection  with  his  conser¬ 
vative  views.” 

Or,  as  The  Oregonian’s  Reinhard  said, 
referring  to  the  Globe,  “Ideological  diversity 
...  is  not  what  they  talk  about  at  those 
media  diversity  seminars.” 

Loth  denies  that  Jacoby’s  politics  had 
anything  to  do  with  his  sentence,  handed 
down  by  the  Globe’s  equivalent  of  England’s 
17th-century  Star  Chamber.  There,  defen¬ 
dants  were  disposed  of  —  sometimes  with 
the  loss  of  their  heads  —  without  a  jury  and 
without  a  trace  of  due  process. 

^  Loth  has  not  explained  why  the  suspen¬ 
sion  is  for  four  months  —  thereby  shielding 
the  Globe’s  readers  from  Jacoby’s  views 
about  the  presidential  campaigns. 

Furthermore,  Jacoby  said  Loth  told  him 


that  if  he  returns,  he  will  “have  to  change 
the  focus  of  his  column.”  Like  maybe 
1  describing  the  changing  seasons  on  Boston 
Common?  On  this  point,  Kennedy  added, 

!  “Two  acquaintances  of  Loth  told  the 
j  Phoenix,  on  condition  of  anonymity,  that 
!  Loth  has  made  no  secret  of  her  distaste 
for  Jacoby’s  work.”  Moreover,  a  longtime 
friend  of  hers,  and  mine,  told  me  that  she 
is  considerably  to  the  left  of  Jacoby. 

Then  there  is  the  GZofte’s  judicious  om¬ 
budsman,  Jack  Thomas.  At  every  paper 
where  I’ve  worked.  I’ve  tried,  unsuccess¬ 
fully,  to  get  an  ombudsman  appointed. 

But  to  be  a  representative  of  all  the  read- 
i  ers,  an  ombudsman  has  to  rein  in  his  or 
i  her  ovm  ideological  views.  Thomas  had 
attacked  an  earlier  Jacoby  column  sup¬ 
porting  the  free-speech  rights  of  Christian 
students  at  Harvard  University  who 
believe  that  gays  can  be  “cured.”  Thomas 
wrote  that  Jacoby’s  column  was  “a  high 
price  to  pay  for  freedom  of  the  press.” 

As  for  Jacoby’s  suspension,  Thomas 
1  proclaimed  July  17  that  the  punishment 
!  was  not  excessive,  and  sardonically 
referred  to  “the  single  voice  of  uncompro¬ 
mising  support”  for  Jacoby  among  conser- 
;  vatives.  This  vast  right-wing  conspiracy 
appears  to  include  the  Post’s  Kurtz,  the 
Phoenix’s  Kennedy,  TV  newsman  Bernard 
I  Kalb,  attorney  and  syndicated  columnist 
Harvey  Silverglate,  nonconservative  staff 
members  at  the  Globe,  and  me,  among 
I  many  other  free-press  zealots. 

I  A  petition  by  diverse  Globe  staffers 
’  protesting  the  harshness  of  the  penalty  was 
summarily  dismissed  by  Publisher  Gilman. 

On  July  7,  there  appeared  on  the  Inter¬ 
net  a  breaking-news  story  by  Myron  Pauli: 
‘"Boston  Globe  Suspends  Thomas  Jeflfer- 
I  son.”  According  to  the  report,  the  four- 
month  suspension  of  “noted  anti-tax, 
anti-gun-control  columnist  Thomas 
Jefferson  ...  for ‘serious  journalistic 
.  misconduct’”  was  meted  out  in  response 
I  to  his  controversial  July  column,  “Declara- 
I  tion  of  Independence.”  The  Globe’s  edito¬ 
rial  page  editor  was  cited  as  pointing  out 
that  “similar  ideas  had  been  expressed  by 
numerous  natural-law  philosophers,  such 
1  as  John  Locke,  David  Hume,  and  Jean- 
1  Jacques  Rousseau.”  And,  it  was  added, 

“the  phrase  —  “life,  liberty',  and  the  pursuit 
of  happiness’  —  is  taken,  almost  verbatim, 
i  from  a  previous  work  of  John  Locke.”  1! 
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